tH 





CONTENTS JANUARY, 1940 


..By O. Fred. Rost 3 


. .By Industry Leaders 10 


Selling Tips From The Selling Front................ 


—Practical experiences of expert salesmen 


By Mandus Bridston [8 





The Camera Clicks 


—In an association—in a wholesale house 


4 ee 20 


Men You Should Know 


—To manager via the sales route 





About Sidney G. Ward 22 


“FORTY FOR FIGHTERS”—That’s 


our prediction. There’s going to be 
good business, but it’s the gritty, deter- 
mined, fighting kind of salesmen who 
will get the cream because they know 
“Better Selling Makes More Sales.” 


ss ks ccecswewececusiaus About Dudley F. Collier 23 


—He merchandises ideas, then the products follow 


Just Press The Button 


—Demonstrations bring chime business 


OU 


By "Fran" Evans 29 


Wholesaler Salesman's News ..7 and 42 


—Many meetings—new locations—personnel changes 


New Products You Can Sell 


—Recent developments for your customers 


<a oe 


O. FRED. ROST, Editor 
BURTON CONKLIN ct 


J. H. AVELING 
Managing Editor 


Assistant Editor 
W. A. CYR 
Pacific Coast Editor 


HARRY PHILLIPS 
Art Editor 





McGRAW-HILL PUBLISHING CO., INC. 





James H. McGraw, Founder and Honorary Chairman 


Publication Office, 99-129 North Broadway, Albany, N. Y. 
Editorial and Executive Offices, 83830 West 42nd St., New York, N. Y. 


JamMps H. MoGraw, Jr. 
President 


HowakpD ERLICH 
Executive Vice-President 


MASON BRITTON 
Vice-Chairman 


B. R. PUTNAM 
Treasurer 


D. C. McGraw 
Secretary 


J. E. BLACKBURN, JR. 
Director of Circulation 


January 1940 — WHOLESALER’S SALESMAN 








WHOLESALER’S SALESMAN (formerly Electrical Wholesaling), January, 1940, 
(Vol. 21, No. 1). Published monthly, price 25c copy. Subscription rates— 
United States and possessions, Canada, Mexico and Central American countries $1. 
All other countries $2.00 a year. Printed in U. 8S. A. Entered as Second Class 
Matter, August 22, 1936, at Post Office, Albany, N. Y., under the Act of March 
3, 1879. Cable Address ‘‘“McGraw-Hill, New York.”” Member of A.B.P. Member 
of AB.C. Copyright 1940 by McGraw-Hill Publishing Co., Inc., 330 West 42nd 
Street, New York, N. Y. BRANCH OFFICES: 520 North Michigan Ave., 
Chicago; 68 Post Street, San Francisco; Aldwych House, Aldwych, London, W.C. 
2; Washington; Philadelphia; Cleveland; Detroit; St. Louis; Boston; Atlanta, Ga. 





QUARE 


S 












D MULTI-BREAKERS IN 





AMERICA’S LARGEST PRIVATELY OWNED 
COMMUNITY OF LOW RENTAL HOMES** 





OLYMPIC : 


Above: The Wyvernwood Community in Los 
Angeles is three-quarters of a mile wide. 
148 buildings will accommodate Il02 families. 


At Right: Typical building. Architecture is modern and 
plot layout provides large open areas for adequate 
natural light and air. Apartments will rent from $25 
to $45 per month, depending on location and size. 


@ An outstanding feature of this unusual community development 
is the electrical conveniences provided. Electric water heaters, 
electric refrigerators and electric bathroom heaters are “standard 
equipment” throughout. In addition, most of the apartments are 
equipped with electric ranges. 


Significantly, a Square D Multi-breakeR is the service entrance 
equipment for every apartment. Thus, Wyvernwood residents will 
enjoy modern protection against dangerous overloads—will be for- 
ever free of the inconvenience and annoyance of changing fuses. 


Whether it’s a modest cottage, costly home, or modern apart- 
ment—whether it’s one, a dozen, or a hundred—the Square D 
Multi- breakeR paves the way for bigger and better wiring jobs— 
more outlets and appliances—more profit for both you and your 
contractor customers. 














SQUARE 7] COMPANY 


DETROIT- MILWAUKEE -LOS ANGELES ~> 


IN CRANROR: SQUARE O COMPANY CRNADRA LIMITED. TORONTO, ONTARIO 






















Above: Each apartment is equipped with a 
Square D Multi-breakeR with circuits for elec- 
tric range, electric water heater, and light- 
ing. Each installation has a master meter and 
a sub-meter for the water heater. Square 
D meter trough is used for a neat wiring job. 






CALL IN A SQUARE D MAN 
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and TRENDS 





JANUARY 


Happy New Year Clean slate. A new start. New 
opportunities for a new record. All that is yours for 
1940, whether you want it or not and it’s your business 
what you do with it. 

That’s all! 

No preaching, no lectures, no pleading, no sob stuff. 
Just that bare statement to crystallize your thoughts, 
and this: 

For an appraisal of the 1940 outlook in’ electrical 
wholesaling just read the following pages. If predictions 
are only 75% correct, it would still mean that an un- 
usually good year is ahead, but in good years and bad, 
business goes to the fellows who fight for it. 

How much of it you get depends on you. Just re- 
member that we warned you: 1940 will reward fighters. 


© 
Louder Please Across our desk came a discount 


sheet, recently issued by the Benjamin Electric Manu- 
facturing Co. 

At the bottom of the page, printed in modest size type 
we read: “All Benjamin Electrical Products Distributed 
Exclusively Through Electrical Wholesalers.” 

Then, in still finer type: “The manifold services 
rendered by Benjamin distributors, as sources of supply 
for Benjamin electrical products, include: Preparation 
of specifications, a responsible local source of supply, 
simplification of purchasing, authoritative information 
and recommendations on your electrical problems, and 
local service stocks.” 

What a confession of faith in wholesaling from so 
prominent a manufacturer. What a masterful summary 
of the things the responsible wholesaler does for every 
manufacturer. 

We wish that more manufacturers would declare their 
policy in similarly clear fashion, in big type. We wish 
that more wholesalers would make it their business to 
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sell manufacturers on the job that every first class whole- 
saler does for every manufacturer, must do if he wants 
to survive. 

We’d like to see that Benjamin outline of wholesalers’ 
functions posted in big letters in every wholesaler’s 
establishment, quoted by wholesalers’ salesmen to every 
customer. That would help to stop much of the “direct” 
selling, “direct’”’ buying. 

Let’s stop hiding the wholesaler’s light under a bushel. 


© 


Wage-Hour Law It has been in effect long enough 


to demonstrate that wholesalers all over the country— 
in all lines of wholesaling—just can’t afford to like the 
hours provisions of the law, because overtime payments 
at the high rates of pay prevailing in the industry rapidly 
have become a serious problem. 

From big wholesalers and little, from East, West, 
North, and South come complaints that it works a hard- 
ship on all those who observe the hours provisions, 
opens competitive advantage to those who don’t, in every 
case increases operating costs that eventually will re- 
sult in higher prices. No one seems to object to 
minimum wage provisions because wholesalers already 
pay much higher wages. 

Last month twenty-four national organizations of 
wholesalers, including the National Electrical Whole- 
salers Association, passed resolutions asking for exemp- 
tion in the public interest. A committee will plead the 
case in Washington. 

Meanwhile—Every wholesaler can help the whole 
industry and himself if he will address appropriate letters 
to his respective senator or congressman explaining why 
exemption for wholesalers is desirable and asking that 
officials of the Wage and Hour Division be contacted in 
behalf of exemption. 





BRIGHT SPOTS IN THE WIRING PICTURE 
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No. 1913-I Receptacle 
with No. 92101 Plate 


No 1881-1 Switch 
with No. 92071 Plate 
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They're ‘Bright Spots in the Wiring Picture’ — equally for Switches are available in single-pole (No. 1881-1) and 3-way 


home owner and Contractor. Rich, ivory-like IVORYLITE 
has a style-appeal so aptly in harmony with today’s decora- 
tive tastes! 

Structural merit backs up the style. Duplex Receptacle has 
full-floating contacts, adjusting automatically to alignment 
of the plug prongs with a firm, positive contact. Switches 
also have self-aligning contacts; completely enclosed 
Bakelite bases, compactly small for generous wiring room. 
Solid IVORYLITE neck and operating lever. 


SOLD THROUGH YOuR ARR 


20W ELEGTRIGC DIVISION 


(No. 1883-1); listed as standard by Underwriters Laborato- 
ries; rated 10 Amps., 125V.; 5 Amps., 250 V. Plates are of 
standard UNILINE design with universal trade- numbers, 


interchangeable for all makes of devices. 


The IVORYLITE Line, (brown Bakelite optional ), includes 
Radio Outlets and multiple-gang combinations of Switches, 
Pilot Lights and Receptacles. All in all it’s the line of today 
and tomorrow: ...be sure you have all the data on hand for 


properly equipping each job; ask us to see to that! 


— — ——- 
ELECTRICAL WHOLESALER 





THE narra & HEGEMAN ELECTRIC CO. HARTFORD. mane mm ° 
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Small Orders That small order problem is as old 
as the wholesaling business and, in line with what Mark 
Twain said about the weather, we all complain but no- 
body does much about it. 

A recent issue of PRINTER’S INK carries the story 
of what one manufacturer did about it—made a service 
charge of 75¢ on all orders under $10. He did not lose 
a customer and cut the number of small orders by 62%. 

We know of a wholesaler who makes a service charge 
of 50¢ on orders under $5. Another has a minimum 
charge of $1, will not ship or bill any smaller purchase. 

Buying in small or odd lots is more habit than neces- 
sity with many concerns. Intelligent guidance by coun- 
ter and outside salesmen and diplomatic handling of 
telephone customers can result in drastic reduction of 
the loss producing small orders. 

But it’s the boss who has to set the policy before im- 
provement can come. 





Courtesy of J. Kindleberger, Chairman of the Board 
alamazoo Vegetable Parchment Co. 


Happiness Rating Yes, fellows, you may not 


have known it, but a group of scientists has had you 
wholesalers’ salesmen and other groups of workers 
under a microscope, X-rayed emotional reactions, 
applied thrill thermometers and failure detectors, all 
via the route of public records. 

What's that to you? 

Well, you ought to be proud of yourself. You whole- 
salers’ salesmen are rated among the ten groups with 
the finest happiness score on record, travelling in such 
distinguished company as college professors, engineers, 
athletic coaches. 

To be exact, wholesalers’ salesmen stood tenth on a 
list of 60 different types of occupations, scored well over 
70 in domestic happiness ratings, while such high brows 
as bankers, lawyers, architects, insurance salesmen and 
plumbers are floundering in the 
brackets. 

All that out of the new book, “Predicting Success or 
Failure in Marriage” by Drs. Burgess and Cottrell. If 
you are married, this new scientific discovery ought to 
raise your standing in the wife’s eyes to new heights. If 


lower happiness 
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you are single—well, she simply can’t refuse you if you 
tell her all about this happiness score. 

In any event, it’s a well-known fact that a fellow who 
is happy in his home life does a bang-up job when he 
works, so just to prove that those scientists weren’t 
wrong—what about doing an extra bang-up job in 1940. 


© 


’ . 
Don't (uit At least don’t give up trying to sell a 
customer until after the fifth call. It’s with the fifth 
call or later that a salesman turns the corner and can 
hope to get some business. 

No less an authority than “Advertising and Selling” 
says so and they had one thousand retailers cooperating 
in a six months check-up on salesmen—mostly whole- 
salers’ salesmen, we think—to establish that fact. 

The scoreboard showed that 48.2% made one call 
and then evidently quit. 24.4% made two calls, 14.7% 
three calls, 12.7% four calls and quit. So much for the 
quitters who didn’t get any business. 

The winners got their first order at the fifth call or 
later, in fact, 60% of the merchandise bought by those 
1,000 retailers was represented in orders given to sales- 
men who had called five or more times. 

The moral is: DON’T QUIT if you want to succeed. 


© 


Washington Straws The town is all aflutter and 


agog—what with Congress once more in session, plans 
for bigger army and navy, more anti-trust suits, Harry 
Hopkins overhauling the Commerce department and 
all that at the beginning of a presidential election 
year... . More third term speculation since Vice-presi- 
dent Garner nonchalantly tossed his Texan topper into 
the ring without even a tiny reference to what the 
present incumbent of the presidency may or may not 
have to say about Democratic nominations. . . . And 
there is still a lot of snickering since Secretary of the 
Interior Ickes publicly referred to the launching of 
Dewey’s campaign as Dewey having thrown “his diaper 
in the ring”... . Everybody is wondering how long the 
present economy talk will last, for it’s considered only 
a question of time before the needs of next November’s 
ballot boxes will smother conversational economy and 
budget balancing. 
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Wholesaler Salesmans NEWS 








IN SESSION. From December 9 to 11 more than 300 wholesalers’ sales- 
men gathered in Mansfield for Westinghouse merchandising school, received 
sales ammunition on the complete line. 


Meetings Mark Wholesalers 
Running Start For 1940 


During the past several weeks wholesalers and manufac- 


turers have been holding annual meetings. A better outlook, 


plus improved sales features point to increase over 1939 


HILE wholesalers all over the 

country are holding sales meet- 

ings for their respective staffs, 
about which they relate little or noth- 
ing to the trade press, manufacturers 
are using the turn of the year to give 
their organizations and wholesalers a 
running start towards new records. 
What some of these companies have 
been doing is as follows— 

“Faster For ’40” is the 1940 sales 
theme for Westinghouse, as announced 
by Frank R. Kohnstamm, sales man- 
ager, merchandising division, at the 
annual distributor convention, Decem- 
ber 4 and 5. New refrigerators, 
ranges, water heaters and other ap- 
pliances was shown to the 150 whole- 


salers and complete advertising and 
promotion plans for the current year 
were outlined. 

Presentations were dramatized 
through use of skits, movies and dem- 
onstrations. Highpoint was a Holly- 
wood produced film, “Hamlet Goes 
To Town,” designed to sell the all- 
electric kitchen to group meetings. 

The doors of General Electric’s new 
institute building at Bridgeport were 
swung open for the first time with a 
meeting of 200 wholesalers and their 
sales managers December 6, 7 and 8. 
3esides the wholesalers, more than 100 
General Electric men were on hand 
for the meeting. 

During the first day the entire 1940 
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line was presented. The next day was 
devoted to promotion and advertising 
programs behind these many products. 
Last day’s activities centered on mer- 
chandising efforts and tie-ins for 1940. 

Some 200 Hotpoint distributors 
gathered at Biloxi, Miss., last month, 
prepared to do something about the 
company’s new slogan, “Follow 
Through In ’40,” keynoted by Vice 
President and General Sales Manager 
R. W. Turnbull. Plans are gauged 
for the most aggressive merchandising 
program to date built around the new 
line of ranges, laundry equipment, 
commercial cooking units, refrigera- 
tors and water heaters. 

Like many other manufacturers, 
Hotpoint is devoting considerable at- 
tention to better sales training and 
their campaign along this line is 
wrapped up in “Hotpoint’s Book of 
Knowledge,” which was presented by 
Clinton Brown, manager of campaigns 
and sales training. 

Judging from orders placed by dis- 
tributors at Stewart-Warner’s two day 
refrigerator convention (40 per cent 
above last year) this should be another 
good year for the company. At this 
Chicago meeting, attended by 350 dis- 
tributors, service men and S-W rep- 
resentatives 12 new models were pre- 
sented, also advertising plans for the 
year. 

Another indication of a good 1940 


Ss 


was expressed by Thomas W. Berger, 
general sales manager for Crosley at 
the conclusion of their distributor con- 
vention in Cincinnati last month, when 
he said that orders placed went 120 per 
cent ever quota set. Thirteen re- 
frigerators were unveiled, also new 
electric ranges, washers and ironers. 
In Detroit, new Norge refrigerators, 
ranges and washers were shown to 250 
distributors assembled at the Detroit 
Leland Hotel. Following the regular 
convention, a four-day sales school was 
held for wholesalers’ salesmen. 

Instead of holding a central con- 
vention, Gibson introduced its 1940 
line of refrigerators and _ electric 
ranges at sectional meetings in Chi- 
cago, San Francisco, Atlanta and New 
York. Seven refrigerators were pre- 
sented and five new electric ranges. 
F. E. Basler, general sales manager, 
said that bookings were well above 
those of last year’s meetings. 











50 FOOT CANDLES of illumination in Graybar’s Indianapolis office does 
two jobs well—provides splendid lighting for employees, shows prospects 


what they can expect from fluorescent lighting. 


These Curtis Sky-Lux 


units are on 9 ft. centers, 11 ft., 6 in. from top of unit to the floor. There 


are 320 watts in each one. 





RCA Agreement With 
G. E., Westinghouse 


License agreements between RCA, 
General Electric and Westinghouse in 
effect since 1932 have been supple- 
mented by a new agreement widening 
the activities of each company. In 
general, RCA has acquired from the 
other companies the right to sell, and 
to grant licenses to others for the 
sale of most types of radio tubes for 
all uses, and also acquired the right 
to sell associated apparatus. 

For their part, General Electric and 
Westinghouse acquire the right to sell 
equipment, including tubes, for many 


radio applications, such as broadcast- 
ing transmitters, television and fac- 
simile apparatus and airport equip- 
ment. 


Cramer Appoints 
Beverly & Ruddock 


R. W. Cramer Co., manufacturer of 
Cramer timing devices, and U. S. dis- 
tributor for Sauter time switches, has 
appointed Beverly & Ruddock, 7001 
N. Clark St., Chicago, to handle the 
complete Sauter line. 





DIGGING into a chicken dinner 340 members and guests of the Essex 
Electrical League (Newark, N. J.) enjoyed Christmas cheer at the Decem- 
ber dinner held at the Newark Athletic Club. Key speaker was E. E. 
Nyberg. Ed Heidt, Ray Sherbaum, W. G. Morrison, W. A. Shaw, president- 
elect of the League, and E. L. Fleming line up for the camera. 


Hallstrom Re-elected 


PHILADELPHIA — The annual 
election of officers by the Board of 
Governors of The Electrical Associa- 
tion of Philadelphia was held Decem- 
ber 7th and A. L. Hallstrom, Atlantic 
District Manager for Graybar, was 
re-elected president. 

Other officers are Howard L. Mil- 
ler, president of Utilities Engineering 
Co., vice president; Philip H. Ward, 
Jr., president of Ward Electric Co., 
treasurer; Robert J. Moran, chief of 
electrical department, Middle Depart- 
ment Rating Association, secretary. 


New Home 
For Times Appliance 


NEW YORK-—Steadily increasing 
volume and additional lines have 
forced Times Appliance Co. to move 
from their old stamping grounds at 
333 W. 52nd St. to newer and larger 
quarters at 353 Fourth Ave., this city. 
Fine displays are the feature of the 
new home. As soon as Mr. Dealer 
steps off the elevator he encounters 
a complete Westinghouse electric 
kitchen. Then looking in any direc- 
tion he sees various small appliances 
and photographic equipment. Most of 
the major appliances are located in 
the main show room at the other end 
of the building. Adjoining this are 
sound proof rooms for demonstrating 
radio, phonograph and television sets. 
Another highlight is the air-condi- 
tioned meeting room with a seating 
capacity of 75. Each of the executive 
offices has a different type Westing- 
house portable room cooler, thus are 
used for demonstrations as well as 
keeping the brass hats comfortable. 


Litchfield Has 
New Job 


NEW YORK—H. P. Litchfield, Gray- 
bar branch manager at Newark, 
moves to the general executive offices 
of the company as general commercial 
sales manager, reporting to G. F. 
Hessler. Since 1915, when he joined 
the Central Merchandise Department 
of Western Electric, Mr. Litchfield 
has been credit manager at Boston, 
assistant sales manager at the New 
York branch and since 1925 manager 
at Newark. He has held important 
posts in industry associations and 
community organizations in New 
York, Boston and Newark. At New- 
ark he is succeeded by Harry Cobaugh. 
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ALONG THE LINE and new work for 
each of these men. J. L. Booker, left, 
is now lighting specialist for G. E. Sup- 
ply, Nashville. He used to be with the 
G. E. Lamp Department at Nela Park. 
Next is Terry Fischer, who is covering 
northern Indiana for Cutler-Hammer. He 
has been working as a sales engineer in 


the company’s midwest territory. The 
hearty grin belongs to C. H. Phillips, 
latest mewcomer to the sales staff of 
Brower Elec. Supply Co., Greensboro, 
N.C. He sells appliances, radios, com- 
mercial lighting and certain specialties. 
Then comes Maurice J. Cleary, St. Louis 
manufacturers’ agent, who has recently 


taken on the Pittsburgh Reflector line in 
that territory. He knows the wholesaling 
game, too, for he was with Barret Elec. 
Supply Co. for ten years. At the right, 
meet John Waldman, New York manu- 
facturer of wire measuring devices and 
other lines since 1901, who heads Elec- 
trical Associates Club of N. Y. 





Couch Names 
New Representatives 


On a recent southern trip, A. E. 
Atkinson, sales manager of S. H. 
Couch Co., manufacturers of Couch 
telephones, Samson fire alarm equip- 
ment and Blake insulated staples, con- 
tacted the company’s various agents 
and appointed two new ones. They 
are Lyman C. Reed of New Orleans, 
who will sell in Louisiana, Mississippi, 
and Mobile, Ala.; and William E. 
Hopper, of Atlanta, to covér Georgia, 
the Carolinas, Alabama excepting Mo- 
bile, and eastern Tennessee. 


Hobb Moving 


NEW YORK—tThis month, the 
main house of Hobb Electrical Sup- 
ply Corp. is returning to 31st St. 
after being located at 880 Sixth Ave. 
for five years. The new address is 30 
W. 3lst St., where Hobb will occupy 
four floors of a building 25 feet wide 
by 100 feet deep. The company is also 
expanding into the major appliance 
field handling refrigerators, washers, 
cleaners, etc. These will be displayed 
on the second floor. 


Wabash Buys 
Birdseye Electric 


Wabash Appliance Corp., Brook- 
lyn, N. Y., has acquired complete 
control of Birdseye reflector lamps, 
and will market these nationally along 
with their Superlite light conditioning 
bulbs and photolamps. 

Broader plans for this year include 


the introduction of several new Birds- 
eye lamps and a heavier advertising 
schedule through two national week- 
lies, trade papers, direct mail and 
display material. H. L. Bernstein, di- 
rector of sales for Wabash, also has 
charge of Birdseye lamp sales. The 
manufacturing and field sales person- 
nel of the former Birdseye Electric 
Co. remains as before. 


Mello Chime Moves 


NEW YORK—To keep pace with 
increasing orders, Mello Chime & 
Signal Co. has doubled its factory 
space, enlarged its production facili- 
ties in proportion. Also, to further 
consolidate operations, offices have 


been moved to the plant at 127 W. 
25th St. 





NEW HEADQUARTERS. Above is the 
fine location occupied by Commercial 
Electric Co., Toledo, Ohio. Naturally 
proud are President N. C. Goldman, his 
wife and son. At the right, Nathan Good- 
man Co., Washington, D. C., moved into 
this brand new building recently. Like- 
wise pleased with their streamlined 
quarters are Nathan Goodman and his 
son, David. 
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Gifford With Schick 
As Sales Manager 


On the first of the month, Kenneth 
C. Gifford took over as general sales 
manager of Schick Dry Shaver, Inc. 
Prior to joining Schick he was gen- 
eral sales manager of the Toastmaster 
products division of McGraw Electric 
Co. He succeeds Stanley Nowak, who 
resigned December 15. 

In addition to his duties as general 
sales manager, Gifford has complete 
supervision over the company’s 40 
salesmen and zone managers. 

He joined McGraw Electric in 1927 
and five years later moved ahead to 
general sales manager. Before affilia- 
ting with that company, Gifford was 
sales manager of the domestic depart- 
ment of the Waters Genter Co. 








What’s Ahead for 1940 


The following statements from wholesalers everywhere and manu- 


facturers of various electrical products indicate decisively that cheer- 


ing factors overshadow the question marks in the outlook for 1940 





EXPECTS 10% 
TO 15% INCREASE 


“IT believe we can reasonably expect 
an increase of 10% to 15% in total sales 
in 1940 over 1939. This increase can 
only be expected through proper opera- 
tions by us wholesalers and our sales- 
men. 

“Briefly, I would say that the whole- 
salers who give very close study to stock 
conditions will benefit by this increase. 
This does not mean that it is necessary 
to load up on everything, but order in 
sufficient time to assure delivery when 
stocks are needed, and a complete assort- 
ment of articles is necessary.” 

ELMER A. JONES, President, 
Havens Electric Co., 
Albany, N. Y. 


1940 UP 8% 10 12% 
WAR OR NO WAR 


_ “Despite a possible lull in business the 
first quarter of 1940 which we normally 
can expect, it is doubtful whether the 
recession will be as large as some people 
believe. 

“Records show that the first eight 
months of 1939 over 1938, normal busi- 
ness was gradually increasing, and had 
there been no war declared 1939 would 
have been a good year. Regardless of 
the possibility of the war being over in 
1940 and the fact that it is a Presidential 
year, I am looking for an increase of 8 
to 12% for 1940.” 

FRED. S. BALDWIN, President, 
Baldwin-Hall Company, 
Syracuse, New York 


AT LEAST 10% 


“There is every indication in this ter- 
ritory that there will be increased buy- 
ing of all electrical products in 1940— 
probably at least 10% more than 1939 
which ran well ahead of 1938. Factory 


10 


payrolls here are now running 32.7% 
ahead of last year (total for 1939 is 19% 
ahead of 1938) which means increased 
consumer purchases of all electrical ap- 
pliances. 

“This pace will probably not be fully 
maintained but factories and contractors 
will still give the aggressive electrical 
wholesaler more orders for motors, 
power apparatus, electrical wiring mate- 
rials, etc. in 1940. With the keen com- 
petition of today, the host of new prod- 
ucts, and our customers demand for still 
better service, we will all need a better 
trained sales force and a more efficient 
inside organization to get and hold the 
business.” 

KARR PARKER, President, 
McCarthy Bros. & Ford, 
Buffalo, N. Y. 


DEVELOP PRESENT MARKETS 


“If business in general will devote all 
of its time to the improvement of condi- 
tions here and not divert a certain amount 
of time to affairs beyond our shores, we 
should be able to develop a very healthy 
business in the coming year. 

“There are many industrial organiza- 
tions which can use improved machinery 
and modern lighting. Also, there are 
many homes which can use new electrical 
appliances or be sold on replacing the 
now obsolete appliances which they have 
in use with more modern ones, if the 
proper sales effort is exerted to create 
these sales.” 

H. J. BAITINGER, President, 
Baitinger Electric Company, 
New York, N. Y. 


ATTEND TO MARGIN 


“War and extraordinary conditions 
make it quite difficult to forecast with 
accuracy for even the succeeding year, 
but, in my opinion, electrical wholesal- 
ers’ sales in 1940 will approximate those 
in 1939. I expect the early months of 
the year to be more favorable and the 
last quarter to be less favorable than 
the corresponding periods: of this year. 
With a satisfactory volume available, 
wholesalers can give much of their time 
and attention to the securing of a more 
reasonable Gross Profit Margin.” 

WALTER DRURY, Eastern District Mgr., 

Graybar Electric Company, 
New York, N. Y. 


1940 SHOULD BE BEST EVER 


“We expect 1940 to be the finest year 
in both our appliance and supply de- 
partments we have ever had. 

“Good payrolls in factories and an in- 


flux of industries into the territory plus 
increased activity in the factories now 
here insure a fine appliance year. Every 
one of the factories has been existing 
from hand to mouth for years. Increased 
production makes improvements impera- 

tive, so 1940 looks good to us.” 
FRANK ELLIOTT, Jr., Sales Manager, 
Elliott-Lewis Electrical Co., Inc., 
Philadelphia, Pa. 


GOOD, SLOW, GOOD AGAIN 


“We are very much satisfied with the 
results of 1939, and I feel that we should 
not be over-optimistic in building our 
sales budget for 1940, but I firmly be- 
lieve that we will show an increase of 
10% on sales during 1940. My personal 
opinion is that we will have a good Jan- 
uary. Things will slump off along in 
February and stay that way perhaps 
until the middle of April, but we must 
not let ourselves get discouraged. 

“Those of us who are in the construc- 
tion material line should concentrate on 
industrial business. I believe that most 
of the industrials, regardless of the 
amount of business they get, will not 
have to make any expansion in their 
plants, but I believe that most of these 
people who did expand in the late twen- 
ties will have to do considerable mainte- 
nance work.” 

D. A. HUGHES, Gen. Mgr., 
Langdon & Hughes Electric Co., 
Utica, N. Y. 


SMALL IMPROVEMENT 


“My predictions apply particularly to 
the district in which we operate and 
which is representative of that section 
served by Pittsburgh in the East and 
Detroit in the West which is dependent 
to a large degree on iron and steel, coal 
and automobiles. It is only reasonable 
to expect that the momentum of greatly 
improved business, which got under way 
early in the fall of 1939, will continue well 
into 1940. While there has been a slack- 
ening of the industrial business from the 
peak enjoyed last fall, the electrical ap- 
pliance business, representing consumer 
purchases, naturally lags behind indus- 
trial business, as was indicated by the 
heavy Christmas buying, and should con- 
tinue well into the summer. 

Taking the year 1940 as compared 
with the year 1939, it seems reasonable 
to expect at least a small improvement, 
perhaps 5 to 10 percent.” 

WARREN I. BICKFORD, Dist. Mgr., 
Westinghouse Electric Supply Co., 
Pittsburgh, Pa. 
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“There is every indication that 1940 
will probably be somewhat ahead of 1939, 
in total volume of business; but I don’t 
expect to see any big boom. As _ usual 
it will require intensive selling activities 
to obtain this advance over the current 
year.” 

B. T. HARE, Vice President, 
Rumsey Electric Company, 


Philadelphia, Pa. 





INDUSTRIAL SALES 
WILL LEAD 


“We have made a survey within the 
past 90 days, endeavoring for our own 
information to learn just what we might 
expect in the line of business from our 
regular accounts for the first quarter of 
1940. The tabulation shows that we can 
expect at least an increase of 10% over 
the business for the last half of 1939, and 
believe that most of the requirements 
from our accounts will be for heavy 
items such as the larger sizes of conduit 
fittings, and of course the larger sizes of 
cables. This naturally will allow to 
follow along motor control and protec- 
tion devices such as circuit breakers and 
enclosed fuses.” 

H. W. ALLEN, President, 
The Allen Electric Company, 
Cleveland, Ohio 


BANNER YEAR FOR SALESMEN 


“Our opinion, based on the activity for 
the past six months in practically every 
market for Electrical Supplies, is that 
1940 should be a banner year for the 
wholesaler’s salesman, providing he works 
hard, and takes advantage of all the sales 
information furnished by the various 
manufacturers and sells these ideas to 
his customer.” 

R. W. HAWKINS, President, 
Hawkins Electric Co., 
Chicago, Ill. 


FORTY FOR FIGHTERS 


“I believe that 1940 holds great prom- 
ise for the salesmen of the electrical in- 
dustry—that salesmen, real workers, will 
profit to a far greater extent than in 
previous years. 

“New fields are constantly presenting 
themselves for exploitation. The heat 
drying development and fluorescent light- 
ing are some to mention the more recent. 

“Salesmen who recognize that there is 
business to be had by studying their cus- 
tomer’s needs and then who apply them- 
selves to solving the problems presented 
will profit in 1940. 

“Truly—it’s ‘Forty for Fighters’.” 

M. C. TARADASH, President, 
Hyland Electrical Supply Co.., 
Chicago, Ill. 


BETTER THAN 39 


“The improvement during the past few 
months has been spread over all classes 
of business. Industrial concerns are 
busy and do not hesitate to spend money 
for maintenance and necessary improve- 
ments. New building operations have 
shown some signs of life, particularly 
residential building in suburban areas, al- 
though there is still much to be desired 
in this field. Dealer business this past 
fall ran along nicely, and I am parti- 
cularly pleased to see that a much larger 
volume of electrical household appliances 
and specialties is moving through order- 
ly dealer channels.” 

F. R. EISEMAN, Sec. & Treas., 
Revere Electric Company, 


Chicago, Ill. 


FIRST SIX MONTHS G00D — 
SPECIALIZATION WILL COUNT 


“For the first six months of 1940 we 
should enjoy an increase of business over 
the similar period in 1939, for the reason 
that business did not start to improve 
until the first six months had elapsed, 
and we should show a comparative im- 
provement through the impetus gained. 

“After that, one man’s opinion is as 
good as another, and I feel that due to 
uncertain conditions, the formation of a 
decision one way or another is not war- 
ranted. 

“My own judgment is that an indi- 
vidual salesman or organization can 
profit by taking advantage of the in- 
creased uses of electricity, and that if 
specialized effort is made in fields best 
adapted to the kind of service it is in a 
position to give, that success will come 
in making this effort.” 

ARTHUR E. LOEB, President, 
The Loeb Electric Company, 
Columbus, Ohio 


GOOD BUSINESS YEAR 


“The first six months of 1940 here in 
Michigan and particularly Detroit, should 
be a considerable improvement over the 
corresponding period of last year. This 
is due, primarily, to the fact that this 
period last year was way below normal 
and I don’t believe we should expect a 
repetition of these sub-normal times so 
soon. 

“All of us have learned not to try to 
make predictions too far ahead, and so 
I am withholding any of mine for what 
the last six months of 1940 holds. If 
changes are made in the “Wagner Act”; 
If War continues on in Europe; If the 
Political Bigwigs in Power decide to 
make this election year a big one for 
business; these and many other “If’s” 
can make all predictions at this time 
look very silly. We are just looking 
and hoping for an average year of good 
business.” 

D. LYLE FIFE, President, 
Fife Electric Supply Company, 
Detroit, Mich. 


MORE BUILDING 


“Frankly, we expect 1940 Electrical 
Supply business, particularly that type 
which is a major portion of our own, 
viz. wiring supplies and equipment, to 
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MORE OPPORTUNITIES 
THROUGH BETTER SELLING 


“We are looking forward to a 
reasonably good business in 1940, 
and believe that sales during this 
year should slightly exceed those 
obtained in 1939. We are of the 
opinion that markets will be more 
stabilized and prices firmer—and 
that greater opportunities will be 
available to those electrical whole- 
saler’s salesmen who plan, through 
hard work and aggressive selling, 
to take advantage of those oppor- 
tunities.” 


J. L. Busey, President, 
General Electric Supply Corp., 
Bridgeport, Conn. 


PROPHECIES ARE HAZARDOUS BUT— 
1940 WILL BEAT 1939 


“The year 1939 has been a very 
satisfactory one for Graybar. As 
a matter of fact, with the exception 
of 1937, it is the best year we have 
had in a decade. 

“The prospects for 1940 are en- 
couraging although the conflict 
abroad and the many uncertainties 
connected with it make a prophesy 
regarding 1940 business’ very 
hazardous. 

“The managers of our branches 
have sent in their estimates of sales 
for 1940. These men, because of 
their close contacts with customers 
and industrial production, are in an 
excellent position to judge present 
and estimate future conditions. It 
is significant and interesting that 
our sales budget for 1940, based on 
their estimates, indicates a _ sales 
volume next year in excess of 1939. 
That is encouraging to us, and we 
believe that Graybar will have a 
very satisfactory year in 1940. 

Frank A. Ketcham, President, 


Graybar Electric Company, 
New York, N. Y. 


UP 10°TO 20% FIRST HALF 
BUT—DON'T SPECULATE 


“It seems quite reasonable to ex- 
pect that the first six months of 
1940 will show an increase of from 
10% to 20% over 1939. If we hold 
our own in the last six months we 
will still be doing an excellent busi- 
ness. 

“The important thing as I see it 
now is to watch developments 
closely, to abstain from speculation 
or undue expansion. Considering 
the effects of a world war and a 
presidential year, anything can 
happen. 

B. W. Clark, President, 
Westinghouse Electric Supply Co., 
New York, N. Y. 
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run ahead of 1939 and my guess would 
be conservatively 20%. 

“This decision is based upon the fact 
that in my judgment Industry will con- 
tinue to expand, employ more labor, thus 
creating more money. As a result more 
homes will be built because in this partic- 
ular area there is a definite scarcity of 
homes today, particularly in the lower 
priced class. For the same reason people 
are spending more money; in other words 
living today rather than for next year 
and with their incomes increased some- 
what will, in the end, add to our busi- 
ness.” 

HOYT O. SMITH, Elec. Mgr., 
The Hardware & Supply Co., 
Akron, Ohio 


MORE BUSINESS 
FOR THE WORKERS 


“Assuming that national and foreign 
conditions, over which we have no con- 
trol, continue as at present, 1940 should 
produce a larger volume of business in 
the electrical field than was enjoyed in 
1938 and 1939, this in spite of the fact 
that the outlook in the agricultural area 
is very unfavorable. This unfavorable 
condition should be more than offset 
by the improvement in general building 
activities and by an increased demand 
for electrical products in the industrial 
field. 

“The electrical salesman can only ben- 
efit by these improved conditions by more 
thoroughly than ever before knowing his 
possibilities and knowing his products, 
but in the final analysis, hard work, more 
than anything else, determines the suc- 
cess or failure of the salesman. Effort, 
intelligently expended, will produce re- 
sults in any field.” 

J. C. SCHMIDTBAUER, Northwestern 
District Manager, 

Westinghouse Electric Supply Co., 
Chicago, Ill. 





AT LEAST AS GOOD 


“We look forward to seeing a better 
year for 1940 than 1939 with probably an 
increase of ten to fifteen per cent in 
gross business. We also feel that even 
though the war does end that 1940 will 
be as good a year, at least, as 1939.” 

JOHN P. COUGHLIN, Treasurer, 
Coughlin Electric Company, 
Worcester, Mass. 


GOOD BUSINESS 
FOR INTERESTED SALESMEN 


“We believe the opportunity is there 
awaiting the approach of the interested 
salesman, he who is not thinking about 
the weekly salary (plus expenses) but 
enthusiastically goes after the potential 
business awaiting him, garners it into 
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his fold, (order book), and makes his 
house proud to be able to point him out 
as their representative. 

“1940's business will depend a great 
deal, more than in the past, upon the men- 
tal outlook of those people who go out 
representing their different houses, and 
who are able to see and recognize an 
opportunity when it stares them in the 
face.” 

ALBERT E. BURDICK, 
Holmes Electric Supply Company, 
Portland, Maine 


TREND TO QUALITY 


“If business continues in its present 
trend, only those wholesalers who per- 
form wholesaler functions of stocking 
material and rendering service will be 
in the picture. Yet there is the con- 
stant threat that those who overstock 
and gamble on inventory, especially with 
borrowed money, are playing with fire. 

“There seems to be a definite move 
towards quality merchandise, which will 
guarantee continuity of service and deli- 
very is also being given consideration. 
There is distinct evidence that the chisel- 
ing purchasing agent has had his day.” 

JOHN M. NEWTON, President, 
Oakes Electrical Supply Co., 
Holyoke, Mass. 





INDUSTRIAL AND HOUSING 
MAKE OUTLOOK G00D 


“The electrical outlook for 1940 in 
the territory we serve appears most 
promising at this particular time and we 
expect to have better business conditions 
than we experienced in 1939. 

“A number of textile mills are now 
working practically full time, whereas 
these same mills in early 1939 were on 
three or four day schedules. 

“New housing projects are continuing 
at a fairly even pace and store remodel- 
ing promises to be a very good field in 
this territory in 1940, particularly with 
reference to new lighting equipment. 

“The more expensive small appliances 
have been selling better this fall (1939) 
than they did in 1938, and if that trend 
continues into 1940, we expect to have 
a better appliance business.” 

R. M. JOHANNESEN, President, 
Brower Electric Supply Company, Inc., 
Greensboro, N. C. 


SALESMAN’S BEST YEAR 
WILL BE 1940 


“The salesmen for the electrical whole- 
saler, with home office planning guiding 
his efforts, can think of 1940 as his best 
year irrespective of it being a Presidential 
election year and the predictions of those 
of the Gay Nineties. 


“The growing confidence in the sound- 
ness of business and security for the 
future is laying the foundation. We will 
have to build on this foundation with 
careful control of all factors. Product 
analysis in relation to profit, customer 
analysis in relation to potentiality and a 
full knowledge of costs will be more es- 
sential than ever to meet changing eco- 
nomic and national conditions.” 


R. A. STOTT, President, 
Tristate Electrical Supply Co.., 
Hagerstown, Md. 


FROM LEFT 10 RIGHT 


“We down here ‘Where the South 
begins’ feel that the pendulum has begun 
to swing the other way, and are hoping 
that it will not swing as far to the right 
as it did to the left; at least that’s what 
we're saying. 

“Business has proven itself able to 
‘take it’ so far, and as most of our 
troubles could properly be labelled, ‘made 
in the U.S.A.’ we should not be dis- 
couraged.” 

GEO. A. TOWER, President, 
Tower-Binford Elec. & Mfg. Co., 
Richmond, Virginia 


BETTER PROFIT MARGIN 


“T believe that the industrial market 
will be more active than in 1939 and 
show an added volume, and that the ap- 
pliance market, particularly major appli- 
ances, will show a considerable improve- 
ment over the current year. 

“T therefore feel in summary that we 
can look forward to a greater volume 
and increased margin of profit in 1940.” 


E. D. KNIGHT, President, 
Virginian Electric Inc., 
Charleston. W. Va. 


BETTER PROFITS— 
FLUORESCENTS WILL HELP 


“We feel as do most business men in 
the Southeast, that the first six months, 
at least, of 1940 will be months of im- 
proved profit possibilities. We do believe, 
however, that competition will require 
that salesmen thoroughly acquaint them- 
selves with the lines they are selling and 
their application, and continue to do a 
prosecuting job. We believe there will 
be a big increase in Fluorescent Light- 
ing Sales both to Industrial and Commer- 
cial establishments in 1940.” 


W. A. EMERSON, District Manager, 
Westinghouse Electric Supply Co., 
Atlanta, Ga. 


15% 10 20% AHEAD 


“We believe that business for 1940 will 
be from 15% to 20% ahead of 1939, 
as far as our territory is concerned, or 
at least that business for the first half 
of 1940 will be on this basis. Building 
operations continue to show increase and 
the demand for consumer goods has been 
increasing.” 

L. M. ROBERTSON, President, 
Robertson Supply Company, Inc., 
Orlando, Fla. 
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THINGS LOOK MIGHTY GOOD 


“Things look mighty good to us for 
1940. Home building will be considerably 
increased, which will give us an outlet 
for increased wiring material and appli- 
ance sales. There are a number of rural 
electrification projects that will be built 
in 1940 that will also give us increased 
opportunity. Our principal industry, tex- 
tile mills, are busier than in years, and 
their modernization plans will require 
electrical materials in large quantities. We 
had a good year in 1939, and expect 1940 
to be at least 15% better.” 


W. L. PERRY, Sec. & Treas., 
Perry-Mann Electric Company, Inc., 
Columbia, S. C. 


GOOD OUTLOOK 


“I would say at this time that the out- 
look is good, better by far than either 
1938 or 1939. In a large measure, in- 
creased business will come through ex- 
pansion programs by industrials, such as 
additions to present structures and com- 
plete overhauling of the old machinery. 
The alert and hard hitting electrical 
salesman can share to a large degree in 
this program by contacting purchasing 
agents frequently, as well as assisting 
plant electricians in their specifications 
of his materials. Boom in industry means 
larger paychecks, and by this token we 
can look for big things in the sale of 
major appliances as well.” 

S. S. FRONT, Manager, 
Westinghouse Electric Supply Co., 
Wheeling, W. Va. 
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SLOW START, GOOD WINDUP 


“The 1940 business will probably de- 
cline for the first three months of the 
year and possibly the first half from its 
present high and then we shall have a 
gradual advance until the year will wind 
up about 10% above the average for 
1939, 

“IT base my prediction on the advance 
in power sales, extension and expansion 
of utilities and the REA development. 
The farm products will no doubt advance 
owing to the war demands, as well as 
the industrial development. There is 
also a disposition on the part of Congress 
and the President to expand the residence 
building. Prices in general are expected 
to show a gradual up trend during 1940.” 


L. E. REID, President, 
American Electric Company, 


St. Joseph, Mo. 


IT’S WORK THAT COUNTS 


“For Iowa, the outlook is excellent. 
Every indication points to a bigger and 


better year for electrical dealers and 
wholesalers. 

“My special reason for making this 
statement is because of the great amount 
of REA construction that is being done 
in the State of Iowa. There are many, 
many projects going in, and of course 
this is a fertile farming territory; and 
most of the farmers, who will receive 
the benefits of electricity, have money to 
spend for appliances and fixtures. 


J. B. TERRY, President, 
Terry-Durin Company, 
Cedar Rapids, lowa 








1940 BEST YEAR IN 
HISTORY OF INDUSTRY 


“Sales of electrical merchandise in 
1940 should exceed 1939 by at least 15 
to 20%, particularly in the South, es- 
pecially the states of Louisiana, Missis- 
sippi, Alabama and Florida. 

“The activity in oil in Louisiana and 
Mississippi has been particularly heavy, 
and the steel plants in Alabama are 
working at full capacity. This means a 
great deal of money is paid out, which 
will create a demand for radios, washers, 
refrigerators and stoves, etc. 


“1940 should be the best year in the 
history of the electrical industry in these 
states.” 


P. STERN, President, 
Interstate Electric Co., 
New Orleans, Louisiana 


GOOD CROPS —GO00D YEAR 


“Barring unforeseen obstacles, I look 
for continued improvement in business 
for at least the first six months of 1940. 
The rapid upturn experienced in other 
sections has not been felt here to the 
same degree, but its effects should be 
felt by us more and more in the next few 
months. To this must be added the fact 
that generally speaking, crop conditions 
in this section were very favorable and 
the farmers are prosperous. Natural re- 
sources, too, are moving at a quickened 
pace, so all in all conditions for 1940 
look bright.” 


L. L. HIRSCH, President, 
Electric Supply Company, 
New Orleans, Louisiana 


OUTSTANDING OPPORTUNITIES 


“T feel that in the Southwest there 
are several outstanding opportunities that 
should result in an increased volume of 
business, viz, the many new applications 
fluorescent lighting has made possible; 
the wiring of homes and farms that will 
be electrified by recently energized REA 
systems; and the. rehabilitation of old 
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wiring systems in buildings made neces- 
sary by increased loads such as air con- 
ditioning, and the continuous increase of 
current consuming devices.” 


R. G. BERLE, District Manager, 
Westinghouse Electric Supply Co., 
Dallas, Texas 


ONE BLIND SPOT 


“The outlook in this particular state 
for 1940 is not too encouraging to us. 
We do not believe this applies to other 
states, however, and from reports, etc., 
we believe that the electrical business in 
general will exceed 1939. The reason we 
are not optimistic for 1940 is due to the 
fact that Oklahoma has no State money 
available for any kind of State building. 

“Naturally, we hope we are wrong and 
that we will enjoy as good a business, if 
not better, but that is the way the picture 
looks to us at the present time.” 

G. A. PEER, President, 
Wetherbee Electric Company, 
Oklahoma City, Okla. 





SALES SHOULD CLIMB 12 1-2% 
METAL AND FARM PRICES HELP 


“The outlook for 1940 in this section 
appears to justify a rationally optimistic 
expectation. 

“Locally we are encouraged on account 
of the satisfactory market prices for 
Silver, Lead, Zinc and Copper. If cur- 
rent metal prices continue business will 
be progressively better. 

“Prices of wool, sheep and cattle 
which are very satisfactory at present 
also contribute substantially to improved 
business conditions in this area. 

“We anticipate an overall increase in 
sales volume of approximately 124%.” 


JACOB A. KAHN, District Manager, 
General Electric Supply Corporation, 
, Salt Lake City, Utah 


1940 WILL GET GOOD START 


“Although this territory is not to be 
compared with Eastern industrial cen- 
ters, we do depend though a good deal 
on the mining industry, which, while they 
are operating fully now, are very much 
dependent on general conditions here and 
abroad. 

“Our own business for the past three 
months (1939) has been about 15% 
above last year, both urban and rural, 
and I expect to show the same amount of 
increase for the early part of 1940, as 
compared with the early part of 1939. 
Beyond that, however, I do not dare to 
comment.” 

S. ROSENFIELD, 
United Electric Supply Co., 
Salt Lake City, Utah 
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Manufacturers say 


1940 VENTILATING MARKET 
LOOKS 20% BETTER THAN 1939 


“We are hopeful that our electrical 
business will increase approximately 20 
per cent as compared with the 1939 fig- 
ures. 

RALPH B. STOWED, Adv. Mgr., 
American Blower Corporation, 
Detroit, Michigan 


1940 WILL GO 10 TOWN 


“New products give us a tremendous 
1940 potential in the electrical field—a 
market that has proved itself one of the 
most active in our entire industrial supply 
picture.” 

BURT HOTVEDT, Mgr. Industrial 
Supply Division, 

Blackhawk Manufacturing Co., 
Milwaukee, Wis. 


GOOD YEAR AHEAD— 
VOLUME UP 5% 10 10% 


“Altho there appear to be many omi- 
nous and uncertain signs on the horizon 
for 1940, I believe we can discharge them 
as being similar to many of the other 
situations of the past about which we 
were greatly concerned but which never 
materialized. 

“There are, on the other hand, many 
good omens, such as the impetus of pres- 
ent general business, which will carry 
over into the forepart of the year, the 
backlogs of unfilled orders in practically 
all industries, the increased expenditures 
which will be made for armaments, the 
unabatement of government spending, the 
increase in general purchasing power 
thru better industrial activity and the 
stability of the price markets in the 
major commodities. 

“All told, one cannot help but look 
optimistically at the 1940 prospects as be- 
ing a good year. By good we do not 
contemplate a boom period but rather 
perhaps 5% or 10% greater than the 1939 
volumes, and after all we must concede 
that 1939 was a favorable year.” 

H. E. SEIM, Vice President, 
The Bryant Electric Company, 
Bridgeport, Conn. 


MAYBE AS LATE 1939 
BUT NO 1940 BOOM 


“Inasmuch as next year is a presiden- 
tial year, which will create some amount 
of uncertainty as to the future policies 
to be expected from the governmental 
administration, I do not believe we can 
expect any business boom. 

“It is our hope and expectation that 
electrical business in 1940 will continue 
about the same rate as during the last 
half of 1939.” 

WILLIAM H. FRANK, President, 
Bull Dog Electric Products Co., 
Detroit, Mich. 


CLOSE 10 ‘37 


“It is my belief that the electrical busi- 
ness in the year 1940 will exceed that 
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done in 1938 and 1939 and will closely 
approximate the volume of 1937.” 

A. F. HILLS, Gen. Sales Mgr., 

Crouse-Hinds Company, 

Syracuse, N. Y. 


1940 IS GO-GETTERS 
BIG OPPORTUNITY 


“We predict that the year 1940 will be 
a profitable one for the lighting industry. 
Experts are agreed that new building 
will increase and there is actual evidence 
of remodeling on a large scale. Lighting 
will be a definite and important part of 
these building and remodeling programs. 
This all means PROSPECT S—treal pros- 
pects for lighting equipment sales. There- 
fore, Curtis Lighting is planning its sales 
and promotional activities on the basis of 
a definite and substantial increase. Ac- 
cordingly, we shall announce early in the 
new year (in this publication) new and 
interesting products which will enable 
“o-getter” wholesalers’ salesmen to in- 
crease their sales. 

“Personally, I am optimistic that the 
year 1940 will be a lighting salesman’s 


opportunity. 
“The time is ‘now’. 
“The ‘place’ is the salesman’s own 


stamping ground. 

“The ‘how’ is: (a) Dig up the pros- 
pects; (b) Present your propostion; (c) 
Sell better lighting!” 

G. T. MORROW, Sales Manager, 
Curtis Lighting, Inc., 


Chicago, Ill. 


BEST EVER— 
JOBBERS BIG OPPORTUNITY 


“In our particular field, that is, 
LIGHTING, I cannot help but feel that 
the future, and especially 1940, will be 
one of the best years in the history of 
business. 

“T feel that the lighting business will 
be good irrespective of any outside influ- 
ence, and that if jobbing houses and 





their salesmen will appreciate this won- 

derful opportunity for them, it will result 

in the best lighting fixture sales that they 
have ever experienced.” 

D. J. BILLER, 

DayBrite Lighting, Inc., 

St. Louis, Mo. 


FAR ABOVE 1939 


“Statistics locally and nationally indi- 
cate an upward trend. All of our jobbers 
that I have recently interviewed can see 
no reason why business should not con- 
tinue for the first few months of 1940 to 
be on the upward trend. If business can 
hold its own over this period of time, it 
is only reasonable to believe that the 
latter part of the year conditions will 
place the business barometer for the total 
year’s business far above 1939. The opti- 
mistic outlook for general business for 
the coming year is much more apparent 
than it was last year at this time.” 

M. V. RUTHERFORD, Sales Manager, 
Dominion Electrical Mfg., Inc., 
Mansfield, Ohio 





GOOD—DAY 10 DAY, 
BY STICKING TO LAST 


“The mortality among small merchants 
is enormous, with one notable exception 
—the shoemaker. Come good times or 
bad, you will find him at the same loca- 
tion. He literally “sticks to his last” and 
that, I believe, is the cue for the Electri- 
cal Wholesaler. Watch your old-line cus- 
tomers closely. Don’t be thrown into a 
wild scramble for “war business.” Con- 
centrate on the old reliable “bread and 
butter” supply business that goes on from 
day to day. Stick fast to the lines that 
have demonstrated they have a good 
foundation and to the manufacturers who 
have demonstrated a policy that sustains 
the existence of the wholesaler.” 


ROBERT S. EDWARDS, President, 
Edwards and Company, 
Norwalk, Conn. 


EXPECTS 10% MORE 
AND FIRMER PRICES 


“IT am satisfied ‘that after possibly a 
slow start in January and February the 
electrical wholesale business in 1940 
should exceed 1939 by at least ten per 
cent (10%). Salesmen can increase vol- 
ume by selling quality material instead 
of cheapening installation by recommend- 
ing low standard material. 

“Sell safety and adequacy in wiring and 
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do not be swayed by efforts to cheapen 


‘installations by advocating inferior ma- 


terizls instead of the safest and the best. 
The difference in cost at the start is not 
ereat enough to take a chance on. The 
depression era of low cost buying is defi- 
nitely over in my opinion. I believe 
prices will be held much more firmly but 
there will be no unusual or excessive 
advances.” 
L. R. QUINN, Vice President, 
Enameled Metals Company, 
Pittsburgh, Pa. 





PLANS FOR CONTINUING 
SUBSTANTIAL IMPROVEMENT 


“IT can see no reason why _ business 
on our products should not continue to 
improve substantially during 1940, so our 
plans are being made accordingly.” 

CHARLES W. McDANIEL, Vice President, 

Fostoria Pressed Steel Co., 
Fostoria, Ohio 


FLUORESCENT’S A NATURAL 


“I look for a very substantial increase 
in business for the coming year. A last 
minute unprecedented flow of orders at 
the end of 1939 would tend to substan- 
tiate this prediction. 

“As manufacturers of portable lighting 
units, we attribute our particular gain in 
part, of course, to the general increase in 
business throughout the country, but in 
the main we feel it is due to the tre- 
mendous interest in the new fluorescent 
tube. It has completely revitalized the 
commercial lighting side of our industry. 

“I advise jobbers’ salesmen to bring 
this story to their dealers and their men 
and they all will be surprised at the way 
the re-orders will roll in.” 

CHARLES BARATELLI, Sales Manager, 
The Greist Manufacturing Company, 
New Haven, Conn. 


THIS YEAR—$125 MILLION 


“1940 will be lighting’s biggest year in 
spite of the fact that it is the 6lst year 
of electric lighting. Lighting sales of 
December, 1939, were going ahead at the 
fastest rate in history and 1940 will top 
1939—a pretty fair year all around you 
will remember—by 65%. 

“High wattage bulbs of all kinds 
heat lamps, reflector and projector bulbs, 
silvered bowl bulbs and fluorescent light- 
ing will all show spectacular gains. ‘Bet- 
ter Light—Better Sight’ will come nearer 
a reality in the schools, stores, offices, 
homes and factories than ever before. 
Irrespective of war clouds or business 


flurries ‘Better Light—Better Sight’ will 

march ahead. The lamp and lighting 

market for 1940 will be in excess of 
$125,000,000.” 

H. F. BARNES, 

General Electric Co.—Lamp Dept., 

Cleveland, Ohio 


LESS WASHINGTON —MORE BUSINESS 


“The year 1940 will be as good in the 
electrical industry as the year 1939, ex- 
cepting we have a war in which the 
United States participates. 

“However, a year equal to 1939 will be 
realized only by those who carry on an 
aggressive program during the year. By 
that I mean, plenty of advertising and 
plenty of “punch” through their selling 
forces. This 1940 volume equal to 1939 
will also be dependent upon business 
keeping a much greater eye on business 
and less eye on Washington with its 
depressing news which is often given for 
effect and which news does not usually 
materialize. Here’s hoping that ‘Whole- 
saler’s Salesman’ will also have a pros- 
perous New Year.” 

J. WALTER BECKER, General Manager, 

Ideal Commutator Dresser Co., 
Sycamore, Illinois 


BANNER YEAR—NEW TOOLS 
WHOLESALERS STRONGER 


“1940 by all indications ought to be 
one of the finest years for electrical 
wholesalers. Looking at it purely from 
the standpoint of our own product, the 
new tools that have been developed have 
created a much greater and a wider mar- 
ket and more opportunities for sales than 
ever before. On top of this the electrical 
wholesaler has definitely assumed a key 
position during the past five years as a 
distributor of portable electric tools. With 
business looking good, and the market 
definitely greater, a banner year is in 
prospect.” 

NEIL C. HURLEY, JR., Vice Pres., 
Independent Pneumatic Tool Co., 
Chicago, Ill. 
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EXPECT CAPACITY BUSINESS 
IN LAMPS AND FLUORESCENTS 


“From a study of field conditions in 
practically every section of the country, 
and from discussion with hundreds of 
jobbers’ salesmen, I confidently predict 
that unless something unforeseen occurs, 
1940 will continue the upturn in business 
which has made 1939 the biggest lamp- 
selling year in the history of our jobbers. 

“The introduction of Fluorescent Light- 
ing in 1938, and particularly the develop- 
ment and marketing of our complete 
fluorescent lighting units for industrial 
and commercial use, resulted in a demand 
for this revolutionary new light source 
that exceeded the expectations of even 
the most optimistic merchandisers in the 
fluorescent field. The surface of the vast 
market that exists for this sensational 
new kind of lighting has hardly been 
scratched, and our company, as a pio- 
neer in the fluorescent field expects to 
find itself taxed to capacity in 1940 by 
the ever-increasing demand for our flu- 
orescent lamps.” 

C. G. PYLE, Sales Mgr. Lamp Div., 
Hygrade Sylvania Corporation, 
Salem, Mass. 


VENTILATION BREEZING 
WITH WHOLESALER POLICY 


“T feel that the 1940 outlook for our 
business is good. The natural increase of 
the public interest in ventilation is creat- 
ing an ever widening and ever deepening 
market. During the past year in our own 
business we have made notable increases 
in our electrical dealer distribution. Our 
policy of selling through the electrical 
wholesaler, which has been in continuous 
effect for 30 years, is beginning to bear 
fruit. We believe that we now have a 
large number of alert outlets who are 
displaying our equipment and looking for 
business in homes, restaurants, bowling 
alleys, theatres, laundries, lodge halls, 
churches, offices and factories, and we 
have wholesalers carrying stocks every- 
where, whose salesmen are keeping our 
line vigorously before the minds of elec- 
trical déalers. 

“The outlook for 1940 is good.” 

J. M. FRANK, President, 
llg Electric Ventilating Co., 
Chicago, Illinois 


A GOOD YEAR AHEAD 


“Our merchandising plans for the year 
of 1940 are predicated on the assumption 
that the year of 1940 will be as good, if 
not slightly better, than the year of 
1939, In any event, it is anticipated that 
the consistent growth of our business will 
be well maintained, even if certain hypo- 
dermic injections are necessary to accom- 
plish this result.” 

FRANK E. WOLCOTT, Pres., 
The Silex Company, 
Hartford, Conn. 





MAINTAIN CONSUMER INTEREST 


“We are pleased to report that we en- 
joyed a very satisfactory Holiday busi- 
ness on small appliances and were in- 
formed through trade outlets that the 
goods moved along to the consumers in 
a satisfactory manner. 

“While approaching 1940 with every 
confidence, we feel that a continued satis- 
factory volume depends largely on new 
developments for the maintenance of con- 
sumer interest and our own plans for 
the coming year are being developed with 
this factor particularly in mind.” 

A. G. KIMBALL, President, 
Landers, Frary & Clark, 


New Britain, Conn. 


FAIR AND WARMER 
WITH PROPER PROMOTIONS 


“The fixture forecast for 1940, as 
we see it, is simply stated—fair and 
warmer. Like all forecasts, it has its 
reservations. Much may happen, and 
happen overnight, to change the picture. 

“Profits, as has been true for some 
years, will not rise in proportion except 
where emphasis is placed on modern 
methods of display, advertising, sales pro- 
motion for wholesalers, their salesmen, 
and their customers.” 

M. D. BLITZER, President, 
Lightolier Company, 
Jersey City, N. J. 





BOOM MONTHS AHEAD, 
MORE MONEY TO SPEND 


“From the way the year 1939 ended I 
would like to go on record as predicting 
that the first six or eight months of 1940 
should be boom months. 

“The buying public is becoming more 
confident, they seemingly have more 
money to spend on the finer things of 
life. Therefore, the more information, 
cooperation, and help that we can give to 
the general public, and I believe your 
publications are instrumental to a great 
extent in this, we should be able to 
stretch this frame of mind throughout 
the entire year of 1940. 

“I believe when the year 1940 closes, 
we will have passed through one of the 
best years in the history of the country.” 

E. C. HALL, JR., Adv. Mgr., 
The Paine Company, 
Chicago, Ill. 


DECADE TOPPER 


“The year 1940 should be the best since 
1930 in the field of electrical distribution 
and transmission. Operating companies 
have budgeted a considerable increase in 
their transmission and distribution line 
construction for that year, and the years 
1941 and 1942 should be even better 
since, during that time, the additions to 
generating capacity now being manu- 
factured will have been installed which 
will, of course, necessitate changes in 
transmission systems. 

“We feel that the outlook for the next 
few years is very favorable to our lines.” 

G. C. PRICE, Sales Manager, 
Porcelain Products, Inc., 


Parkersburg, W. Va. 
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NEW LIGHTING—BETTER PRODUCTS 
OPEN VAST WHOLESALER’S MARKET 


“The year 1940, like the years imme- 
diately preceding it, presents a serious 
problem to the individual attempting to 
foretell what is in store for any division 
of industry. We do feel, however, that 
the strides which have been made in the 
improvement of electrical devices, par- 
ticularly lighting, should obsolete a large 
percentage of present equipment, and 
open a vast market to the energetic elec- 
trical wholesaler and his salesmen, for 
the sale of lamps and control equipment. 
With increased activity in industry, there 
should be a greater demand for fuses and 
transformers, especially transformers of 
the power circuit type. 

“With the sales momentum gained dur- 
ing the last half of 1939, we expect an 
increased business in 1940. Whatever 
progress is made, of course, will depend 
solely on the effort which all of us exert 
to improve our own position in the 
industry.” 

A. E. TREGENZA, Vice President, 
Jefferson Electric Company, 
Bellwood, Illinois 





COOPERATIVE WHOLESALERS 
AND SALESMEN WILL CASH IN 


“With 1939 the biggest year in our his- 
tory, we are particularly optimistic about 
sales possibilities for 1940, and are cer- 
tain that those wholesalers’ salesmen who 
assist their customers in better display of 
electrical appliances will benefit most 
through increased business opportunities 
in the coming year. 

“We are very conscious, too, that new 
types of retailers are getting into the ap- 
pliance business. The types of retail out- 
lets stocking and displaying our products 
today makes a formidable list as com- 
pared with a few years ago. Among these 
are department stores, utility companies, 
electrical dealers, hardware stores, jew- 
elry stores, furniture stores, gift shops, 
drug stores (in both downtown and sub- 
urban shopping areas), and even auto- 
mobile accessories stores and_ service 
stations. Obtaining new customers is a 
definite source of new business to the 
wholesalers’ salesmen, and today there 
are more potential outlets for small ap- 
pliance business than ever before.” 

W. E. O'BRIEN, Sales Manager, 
Domestic Appliance Department, 


McGraw Electric Company, 
Elgin, Ill. 


ROASTERS’ BANNER YEAR 


“We are looking forward with a great 
deal of enthusiasm to the coming year 
because we believe it is going to be one 
of the best sales years the electric roaster 
manufacturers have yet experienced. Our 


convictions in this direction are based 
upon the many important and progres- 
sive steps taken by the industry during 
the past year. 

“The electric roaster market has only 


been scratchd. Its great potentialities, 
plus the many new features to be intro- 
duced for 1940 and the extraordinary 
profit opportunities portend a banner 

year to come.” 
THEODORE E. FAJEN, Gen. Mgr., Elec. Div., 
National Enameling and Stamping Co., 
Milwaukee, Wis. 


TIME SWITCHES SET 
TO START SALES BOOM 


“The wide awake electrical wholesaler 
has found that the sale of time controls 
is no longer confined to such ‘well known’ 
applications as window lighting. and elec- 
tric signs. He has been willing to be 
shown that a large and profitable field 
for the sale of such equipment exists 
right at his back door in almost every 
factory of any sort—for work hour sig- 
nals, etc. The sale of a timer frequently 
adds other electrical items to the order, 
such as motor starters, sirens, conduit, 
etc. 

“Factories will be busy in 1940 and 
they are automatic control minded. We 
are sure that our jobbers will get their 
share of the available business.” 

E. V. PLATT, Vice President, 


Paragon Electric Company, 


Chicago, Ill. 


RIDE RISING VOLUME CYCLE 
SELL QUALITY SUPPLIES 


“1940 is a year of great promise for 
the Jobber’s Salesman. For some years 
past the supply business has been in a 
rising-volume cycle. The new year is an 
excellent time to further supply sales and 
to make such sales profitable to the sales- 
man’s concern. Every present indication 
points to an increasing need for supply 
materials in residential and industrial 
building, as well as the rural electrifica- 
tion field. 

“The Jobber’s Salesman can, by his 
usefulness to present or prospective cus- 
tomers in 1940, create a profitable and 
continuing volume of business for his 
concern. To be able to do this he must 
know his lines well. Supply materials 
are the backbone of an electrical whole- 
saler’s business. A good, constructive job 
well done on supply materials will be of 
lasting benefit to his company and his 
supplier. Quality should be sold at fair 
prices. The Adequate Wiring Program 
as well as the Rural Electrification Pro- 
gram are movements in which great 
opportunities lie for the live jobber’s 
salesman.” 

Cc. L. NICHOLSON Il, Sales Mgr., 
Pass & Seymour, Inc., 
Syracuse, N. Y. 


GREAT OPPORTUNITY IN '40 
PARTICULARLY FOR WHOLESALERS 


“With manufacturing and employment 
at ‘a much better level than it has been 
for a long time, we have every reason 
to believe that the big recent improve- 
ment in business should continue right 
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through 1940. That we have confidence 
in business prospects for 1940 is proven 
by the fact that we are planning a big- 
ger sales-advertising program than ever 
before for next year. 

“We believe that 1940 will bring the 
best opportunity for bigger volume and 
more income to the energetic whole- 
saler’s representative than he has had in 
many years. 

WALTER M. SCHWARTZ, JR., Pres., 
Proctor Electric Company, 
Philadelphia, Pa. 


GENERAL UPWARD TREND 


“Business in our line during 1939, 
while decidedly spotty, showed marked 
improvement over business in 1938. Indi- 
cations now are that it will continue to 
improve as general conditions improve 
throughout the country. The larger 
metropolitan areas are showing the great- 
est signs of increased business at the 
present time which is, of course, natural. 
Retailers are daily becoming more and 
more interested in remodeling and re- 
juvenating their stores to keep up with 
the modern trend. We believe the elec- 
trical salesman and the electrical whole- 
saler will do well not to overlook this 
wide field during 1940.” 

ROBERT C. FISKE, 
Pittsburgh Reflector Company, 
Pittsburgh, Pa. 


PLANS FOR 12% BOOST 


“Increased employment, business earn- 
ings, and farm income, resulting in in- 
creased consumer purchasing power—all 
contributed to make the fourth quarter of 
1939 for electrical appliance manufac- 
turers compare favorably with any quar- 
ter in recent years profit-wise. 

“We go into 1940 with a substantial 
backlog of unfilled orders for our appli- 
ances and it seems reasonable, despite a 
possible slacking off in the first quarter, 
to expect that 1940 will be a good year. 

“In our business we are budgeting for 
an increase of approximately 12% over 


1939,” 





C. E. SWARTZBAUGH, Pres., 
The Swartzbaugh Manufacturing Co., 
Toledo, Ohio 


BUSINESS WILL EXPAND 
ALTHOUGH UNUSUAL YEAR AHEAD 


“We feel that 1940 will be a year of 
activity as great as 1939 and possibly 
some better. 

“The first quarter is expected to start 
out slowly as far as new business is con- 
cerned, but towards late February or 
early March an accelerated pace should 
begin. That will carry through most of 
the summer and early fall. 

“The building industry investigation 
now going on should eventually create 
lower costs and more volume. This will 
greatly benefit all wholesalers and manu- 
facturers.” 

H. H. BENFIELD, Mgr. Conduit Sales, 
Steel and Tubes Division, Republic 
Steel Corporation, 

Cleveland, Ohio 








BUDGETED FOR BOOST 


“We expect a better volume of busi- 
ness in 1940 than we have had this year, 
and accordingly have set our sales budget 
at a somewhat higher figure—not only 
over the budget of 1939, but even ahead 
of our estimated actual 1939 performance. 

“Were it not for uncertainties of vari- 
ous kinds, with which most are familiar, 
that make visibility somewhat low, we 
believe business could look forward to 
many years of betterment. 

“Yet with all these uncertainties, we 
look for a better 1940 than 1939. We 
only hope our estimate is correct. We 
all will know a lot more about this and 
many other matters when 1941 appears 
over the horizon.” 

ROBERT GRAVES, Sales Manager, 
The Trumbull Electric Mfg. Co., 
Plainville, Conn. 


BANNER YEAR AHEAD 
FOR WHOLESALERS 


“In our opinion 1940 should be a banner 
year for electrical wholesalers. . . 

IF they will only continue to keep the 
markets of our industry aware of the un- 
usually effective services a wholesaler 
renders and economies he effects and do 
not overcharge—what customer would 
not prefer to do business through whole- 
salers rather than direct?” 

N. J. MacDONALD, Sales Mgr., 
The Thomas & Betts Co., Inc., 
Elizabeth, N. J. 





WITH REAL SELLING 
BEST IN EIGHT YEARS 


“Government, investors, industry, and 
labor now realize more than ever that 
close cooperation is the only method that 
can restore confidence—the much wanted 
key to prosperity. That realization is be- 
coming more manifest every month and in 
the ensuing year, capital investments and 
expansion will be made more readily than 
heretofore and purchasing power will in- 
crease considerably. 

“The opportunities for the wholesaler, 
therefore, both from a standpoint of sales 
and profit, are more promising than in 
the past eight years, provided adequate 
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stocks are maintained for quick service 

and his salesmen specialize in selling in- 
stead of plain order taking.” 

O. H. JUNG, Vice President, 

Trico Fuse Mfg. Co.., 

Milwaukee, Wis. 


HOPE FOR ANOTHER 35% 


“Our sales department showed an in- 
crease in sales of 10% in 1938 over 1937, 
and 1939 was 35% over 1938. With the 
many new developments in the lighting 
field and particularly with the technical 
advances made in fluorescent equipment, 
we hope that this increment can be main- 
tained for 1940. 

“Many of the 1400 school projects, 
worth a quarter of a billion dollars, 
started in 1939 will be needing their 
lighting equipment in 1940. The loss of 
new P.W.A. appropriations in the school 
field should be off-set by the greatly 
increased industrial activity, which should 
continue deep into the coming year. 

“We are broadening our advertising 
campaign for 1940 to concentrate heavily 
on the school, office, and store lighting 
field. Although depressed this year, re- 
tail outlets should soon reflect the glow- 
ing industrial picture. Consequently, the 
store lighting field should be a very 
profitable market to contact in the spring 
and fall of 1940.” 

T. D. WAKEFIELD, 
The F. W. Wakefield Brass Co., 
Vermilion, Ohio 


PLUSSES PLUS FLUORESCENTS 


“The average of various guesses indi- 
cates that total business in 1940 will at 
least equal that of 1939. 

“Accordingly we expect our 1940 vol- 
ume to equal our 1939 volume plus what- 
ever it may benefit through more effec- 
tive industry sales promotion plans, plus 
whatever we may be able to add by in- 
creasing the effectiveness of our own 
sales work and by adding new items to 
our line. 

“Outstanding among industry sales pro- 
motion plans is the work being done in 
the field of Lighting. The importance of 
better lighting in homes, schools, stores, 
and factories becomes more obvious year 
by year, and now the general acceptance 
of the Fluorescent Lamp should make 
1940 a banner year for Lighting.” 

D. HAYES MURPHY, President, 
The Wiremold Company, 
Hartford, Conn. 


10% BETTER 
IN 1940 


“It is hazardous to estimate on 1940 
business. Yet from all present indica- 
tions we are looking forward to a ten 
per cent increase in the electrical business 
during the next year.” 

H. T. DYETT, Pres., 
Rome Cable Corp., 
Rome, N. Y. 


17 


Selling Tips 


From the Selling Front 


It can be 
improved constantly by incorpo- 
rating little knacks which loom 

large in the aggregate. 


ELLING is like ce oking. 


However, 
such tips have to come directly from 
the salesmen themselves—from real 
users of them, but men of the sell- 
ing fraternity are funny, as a gen- 
eral rule. They‘d much rather be 
talked to at a sales meeting than turn 
the parley into an experience ses- 


sion. There is one time, though, 
when a_ salesman WILL talk. 


That’s before the meeting is called 
to order. That’s when he’ll often 
come through with priceless advice. 

That was the moment chosen by 
a smiling veteran electrical salesman 
to answer an unsmiling rookie who 
had said: “I don‘t know if I am 
cut out for selling. I can’t peddle 
the soft soap like you do.” 

The veteran kept on smiling as 
he told the rookie just how wrong 
he was. “Why, it’s not soft ‘soap, 
brother, it’s soft ice cream. 
I’m always handing out 


Sure, 
compli- 
ments, but do you know why they 


don’t kick me out on my ear? Do 
you know why they eat it up? Be- 
cause everything I say is true. To 


tell a homely gal she’s beautiful is 
not only dumb, it’s dangerous. But 





there 
you have something else again. She 
believes you. 


to tell her she’s interesting 


I never 
tell a crabby bird that I enjoy call- 
ing on him because of his sense of 
humor. I reserve that for the man 
who really does see the funny side 
of life. Instead, I mention the fact 
that I will take as little time as 
possible ; that I recognize him as one 


“It’s the same in selling. 
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of the busiest executives on my beat. 
Sure, he draws his eyebrows to- 
gether and looks busier and crabbier 
than ever, but he listens. He buys. 
Now, is that soft soap? 

“Why, I had a man who seemed 
impossible to switch to our house. I 
couldn’t even get an order for a roll 
Then one day 
I noticed that his twelve year old 
son had won the city baseball cham- 
pionship for kids of that age. The 
next time I called I congratulated 
him on having an athletic son and 
asked how long the boy had been 
playing ball. We must have talked 
about that kid for 15 minutes. I 
left without mentioning business 
but the next time I did—and got a 
trial. That’s the Supreme Steel ac- 
count. It’s a big one with us now. 
And all because I handed a dad 
some soft ice cream about his boy! 
I tell you, young feller, there’s all 
the difference in the world between 


of tape out of him. 





soft soap and soft ice cream. 

“It’s just human nature to take 
an interest in a person who is in- 
terested in you, and in selling, the 
line goes along with the person. Be- 
lieve me, if I’m talking with an 
associate of a man whom I sell, I 
always say something good about 
him. Something good may not get 
back to him, although it often does, 
but something bad always gets back ! 
What’s the use of dishing out the 
vinegar when soft ice cream is 
liked by every one?” 


Selling, Plus Service, Makes Sales 


Another interesting angle con- 
cerned with the way salesmen freely 
express themselves before the meet- 


By Mandus Bridston 





ing opens is that the man who never 
talks during the meeting chooses 
this time to be highly eloquent. Such 
a “silent type” threw this thought 
to a group smoking and chatting be- 
fore time for the sales meeting to 
open: Selling, plus service, makes 
sales. 

“There may be magic in selling 
where you have to see a man just 
once or twice,” he went on. “I 
don’t know about that. But I do 
know that where you have to see the 
same buyers over and over, fancy 
selling is just about as effective as 
coming to work in a dress suit. 
They don’t fall for tricks to make 
them say ‘yes.’ 

“Of course, the lines you sell have 
to be good, but you know that there 
are lots of good lines. You can't 
get the business by claiming to have 
the only good line—not any more. 
That’s why I say that it’s selling, 
plus service, that makes sales. Did 
you see me put in a call just now? 
Well, that was to Johnson of Ideal 
Electric. He’d wanted some fuses 
and a 1 h.p. motor in a hurry, and 
I told him I'd try to make it. I 
found that all the trucks were out, 
so I arranged for one of the boys 
to get it there by taxi—then I called 
him to say the stuff was on its way. 
Johnson hasn’t given us much busi- 
ness so far, but I’m betting he will in 
the future. I know how just such a 
little detail of service has worked 
out before. 

“Usually service is all in the path 
of duty—just little things like writ- 
ing up orders correctly, doing my 
part to see that he gets his order on 
time, giving him intelligent cooper- 
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Real salesmen seldom write books about selling, 


seldom make speeches on salesmanship. 


They are 


) creatures of ACTION—NOT words. They relate some 
1 of the best lessons in selling most informally, non- 
chalantly, without dramatics, OFTEN while waiting 
for a sales meeting to start. Here are a few examples 
of what a WHOLESALER’S SALESMAN reporter gathered, 
before the big shots arrived for a pep talk. 
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ation in making the most of what 
he buys, and so on. 

“Once I made a real friend by 
something a little unusual. I was 
sitting near his desk when a call 
come through for him. Someone 
was phoning to say that an old fire 
engine truck just couldn’t be had. I 
really got the whole story as | 
overheard my buyer discuss his re- 
gret at not being able to get an old 
fire truck for his Legion Post to use 
in a parade. I remembered seeing 
an old fire unit in a small town not 
far from the city, and as soon as | 
had left my man—without an order 

-l hied to a telephone booth. It 
took about $1.60 and an hour at 
the phone, but at the end of that 
time, I located what he wanted, also 
what it would cost. 

“So I returned with my story. 
tickled pink. Before a 
week had passed—and he did use 
\ | that fire truck in the parade—he 
. | called to place an order for some 
1 cable and fittings and specified that 


He was 
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His ac- 
count is one of my regulars now. 
I don’t need approach or finesse or 
selling tricks to get his attention, 
or his business. 


I was to be given credit. 


And you can bet 
that I never let up on the service 
which to me is selling, although I 
haven't had to get him any more 
fire trucks lately.” 


Gruffness Is a Front 


Here is another case of a good 
idea springing from a pre-meeting 
gab-fest. A group was deep in a dis- 
cussion concerning how much stock 
to take in a prospect’s gruffness 
and apparent ill nature. The agree- 
ment was that most gruffness was 
just front, and politeness to the 
crabby old birds, won out in the 
end. 

“Not that you can tell,” grinned 
one, “but you can always hope. 
About the funniest experience I ever 
had along that line was two years 
ago. I was trying to sell an indus- 
trial but couldn’t get to the P.A. 
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to tell my story. I could get in 
his office, all right, for he was one 
of those open door boys. You were 
told to go right in, and there he 
was behind a giant desk, but you 
weren't asked to sit down. You 
weren't asked anything. You were 
told, ‘Busy today, young man,’ and 
waved out. Oh sure, I might just 
wade right in and tell the story! 
sut what good would that have 
done? You know the answer as 
well as Ido. No. I could only keep 
calling and hope that some day he 
would SEE me and LISTEN to 
iny proposition. 


They're All Human 


“One day I was desperate. I 
needed an order, needed it bad. I 
went to see this man, and as usual, 
he waved me out. But this time I 
actually approached the desk. I was 
going to get my briefcase onto that 
desk, and I was going to get our 
sales manual under his nose. Maybe 
I was nervous, because he looked 
up as I started to move in on him. 
But anyway, it happened. I tipped 
an ink well, and in a second ink 
seemed to be running in every di- 
rection on that big desk! I wanted 
to run, but I stayed and helped mop 
up. Well, when the river had been 
dried up, | just stood there. | 
don’t know what kind of a tongue 
lashing I expected. Then I saw 
that he was looking at me, and there 
was a kind of a twinkle in his eyes. 
‘Well, young man, what have you 
been trying to sell me?’, indicating a 
chair beside his desk. I sank into 
it. IThadto! Did I sell him? You 
bet your life I did! In other words, 
the gruff old guy was human after 
all.” 


. 


Some men dislike to talk at a formal meeting, but they'll unload their ideas in those pre-meeting confabs. 
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The CAMERA CLICKS 
... In An Association © 


N December 17, 1917 some fifty 

electrical leaders of Philadelphia 

sat down to lunch and an in- 
formal discussion of industry affairs. 
That luncheon marked the start of 
the Electric Club, forerunner of 
the present Electrical Association of 
Philadelphia. Today this organiza- 
tion has 800 members, occupies two 
floors in the Architects Building, 
carries on a hard-hitting and con- 
tinual program to sell the electrical 
industry as an aid to better living. 
Here are a few of its facilities for 


doing that job 



















1 The original idea has not been dis- 
carded, but now the association has its 
own English style dining room where 
members and guests can gather for lunch, 
hold meetings. 


2 Living room of the attractive apart- 
ment (there is also a bedroom and bath- 
room) where the visiting public can see 
electrical applications suitable for their 
homes. 


3 The Exhibit contains a complete store 
(18’ by 25’) where local merchants can 
see and learn about latest developments 
in window, interior and case lighting. In- 
side the store, appliance displays bring 
plenty of sales for members. 











4 Lobby of the Exhibit is used by mem- 
bers to show appliances and new lighting 
trends. During 1938 more than 25,400 
visitors went through the various rooms, 
resulting in 2,835 direct merchandising 
leads and requests for lighting surveys. 


5 Also in the industrial room is this 
adequate wiring demonstration board 
which is used to prove (in dollars and 
cents) the high cost of insufficient copper. 


6 Industrial room where manufacturers 
and wholesalers display all types ot com- 
mercial and industrial units. Meetings 
are held here, so plant men can get broad, 
impartial suggestions. 
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N New York City, especially 
downtown where Manhattan Is- 
land narrows considerably, land 
is precious, therefore plenty expen- 
sive, so wholesalers expand vertically 
rather than horizontally. The head- 





1 Extending from 57 Barclay St. through 
to 60 Park Place, the building is 25-feet 
wide by 165-feet deep. It has seven 
stories in all—five above ground, two 
below. 


2 Fluorescents in the display room serve 
a double purpose: provide fine illumina- 
tion and show prospects what-it-is. Na- 
tional Electric Product’s Plug-In-Strip 
along each wall similarly plays a double 
role. 


3 Metro-Fluorescent reflectors, also used 
in the general office, provide about 20 
foot candles, and make a good sales tool. 
No private offices, so everyone is acces- 
sible. 


4 Display tables are also wired with 
Plug-In-Strip, so any device may be 
properly demonstrated, then sold. 


5 Conduit is stocked vertically, with 
various sizes separated and held secure 
by supports from ceiling. This departure 
from conventional floor-supports saves 
space. 


6 A chute to the first basement facili- 
tates unloading. Adjoining is the eleva- 
tor for carrying stock between floors. 
Not shown is the nearby shipping depart- 
ment. 


..1n A Wholesale House 


quarters of Baitinger Electric Com- 
pany illustrate this practice. Con- 
taining approximately 29,000 square 
feet of floor space, this narrow build- 
ing is well streamlined inside for 
better selling and speedy service. 





MEN 


you should know 





r will surprise some people to 
learn that Sidney G. Ward, for 
the past 21 years Graybar’s man 
ager in the Portland, Ore., office, 
started out as an Englishman. He 
was born in London, England, and 
moved to this country at the age 
of one year, going straight through 
the eastern towns to make Chicago 
his first stop. Little was heard of 
him for the first few years before 
he became of school age. From then 
on he began to go places and leave 
a trail. 

Following public and high schools 
in Chicago, he entered the Univer- 
sity of Wisconsin, but after six 
months transferred his allegiance to 
Northwestern University, where he 
graduated. At that time, North- 
western gave no engineering degree, 
so to get the E.E. attached as a 
trailer to the B.S., he went East 
and took two years at the Massachu- 
setts Institute of Technology. 

After graduation, Ward became 
what is termed a “Western Electric 
Man,” with all that the term implies 

-an extra-college training in al- 
most any line of electrical develop- 
ment that might be chosen. For 
five years he remained in the factory, 
working in the switchboard output 
department, then was transferred to 
the sales organization and moved 
to northern Ohio, selling telephone 
supplies to independent phone com- 
panies, 
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SIDNEY G. WARD of Portland 


From Londonto Oregon with stop-overs in Chi- 


-ago and other points for schooling and selling 


Next Ward turned up at Cedar 
Rapids, Ia. and then in Omaha, 
Neb., two years in each place. By 
this time he was selling not only 
telephone equipment but all kinds of 
electrical supplies, for the Western 
Electric Co., Supply Department 
was fast forging ahead and broad- 
ening its activities. 

“Come back to Chicago,” was the 
next order, terse words well known 
to any Western Electric man and 
fraught with all sorts of possibilities. 
Back he went and remained in the 
office of the Supply Department for 
one year, when he was transferred 
out to the west coast to travel from 
the Seattle office. There he was 
given line construction material and 
telephone sales in the Pacific North- 
west. They also slipped him Alaska, 
which latter territory he covered 
once a year mostly by dog team. 
One time he made the trip down 
the Yukon to Fairbanks, which took 


him a week between towns, and 
sales were that far apart, too, but 
they came in nice batches. 

Ward did a good job in the 
Northwest and on April 1, 1918, he 
was promoted from a territory man 
at Seattle to the managership of the 
Portland office where he has been 
located since that date. In the in- 
tervening years, as we all know, the 
“Western Electric Man” had _ be- 
come the “Graybar Man.” 

So far we have only trailed his 
physical progress. What about the 
man himself? First and last a sales- 
man, as a manager of salesmen he 
has a true appreciation of their prob- 
lems, their aims and their hopes— 
and what should be done about them. 
So he knows how to work with 
these men. In fact Ward is one of 
them, for he is out selling right 


> 
’ 


‘long, bringing in Graybar’s busi- 
ness as he did in the days when he 
took over that Ohio territory. 
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Sell Lighting IDEAS 


Says Wholesaler’s Specialist 





When the idea clicks, the actual sale is 


half made—particularly at service stations 


66] SELL lighting ideas, not merely 

fixtures,” said Dudley F. Col- 
lier, illuminating engineer for Wet- 
Westing- 


house Electric Supply Co., 


more-Savage Division, 
Boston. 
“By that I mean I work on the 
assumption that a prospect is in 
terested chiefly in suggestions that 
will build more sales or increase the 
efficiency in his business and is not 
basically concerned with the par- 
ticular products I am trying to sell. 


“Of course,” he continued, “it 


takes time to get a lighting idea 
across, especially on a big job. Here 
is a case. A short time ago I closed 
a deal with one of the large oil com- 
panies for the installation of high 
intensity mercury vapor floodlights 


at a number of their stations. 


Two 
years were required to sell the plan, 
and during that time I had to con- 
vince a number of the company’s 
officials of the fact that this lighting 
Was superior to what they already 


had. 


Naturally I had to get into 





One of Lehigh Petroleum Co.s New England Stations. 


Westinghouse Photo. 





The D & S Super Service station at Springfield, Mass. 


Westinghouse Photo. 
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Dudley F. Collier 


Specialist. Wet 


details, but not until I had sold the 
idea first.” 

In most cases, Mr. Collier gets his 
leads through the usual sources 
contractors, other salesmen and, of 
course, by studying published lists 
of building permits. 

Mr. Collier has found that those 
intersections where there are three 
or four competing stations can be 
turned into 
spots. He 
underlighted as the surest prospect. 


particularly lucrative 


tackles the one most 
Then the idea he tries to get across 
first to the manager is that intense 
lighting will sell more gasoline, oil, 
and grease jobs. After that he con 
centrates on the competitive reasons 
for better lighting, and not on 
whether the owner should buy in- 
candescent or 


mercury vapor, nor 


does he talk details on the height 
and spacings of the standards. These 
he works out with the contractor. 
Following that line of attack has 
brought Mr. orders 
and not infrequently the new light 


ing job at one station of a competi- 


Collier many 


tive group has resulted in forcing 
the others to bring their lighting up 
to the higher  standards—more 
orders for the wholesaler’s salesman 


and the contractor. 
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H E G EN E R A L C A BL 


Genuine advantages reward a close 
association with General Cable... 
. the undeviating policy of full cooperation 
with established wholesalers 
. the completeness of the line 
. multiple plants and warehouse stocks 


. quality that builds repeat sales. 





GENERAL CABL 
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MILLIONS OF DOLLARS 


THE QUTLOOK 
for 1940... 


_, promises bigge and 
better business in the 


Electrical Contracting 





Industry 

General cable wires 
and cables will play 

r] prominent part 


in this forward 
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What’s Ahead for 1940 (continued) 


JUST SIX ‘‘IF'S" 


‘To prophesy business for 1940 is a 
hard thing to do, with the political situa- 
tion as it is today. 

“I could, however, give it to you in 
nine words if you could tell me the fol- 
lowing “If’s”: 

“If we stop spending more money than 
we take in. (The Federal Government. ) 

“Tf we can be sure Roosevelt will not 
run again. 

“If we can reduce the activities of the 
Communists, Nazis, etc. in U. S 

“If we can be sure we will not be 
drawn into the European war. 

“If the business man can be sure he 
is going to be released from over-taxa- 
tion by the Federal and State Govern- 
ments. 

“If the business man can see some re 
lief or an end to hidden taxes. 

“If the above could be answered, then 
I can say—Business will be a H—1 of a 
lot better: These are the nine words!” 

|. E. GREENE, President, 
Southern Tier Elec. Supply Co., 
Binghamton, N. Y. 


BETTER——BUT PROFITABLE? 


“T am sure there will be a greater vol 
ume of electrical merchandise and ma 
terial purchased and consumed during 
the year of 1940 than any year since 
1937. As to whether or not this busi 
ness is profitable and whether or not the 
electrical wholesaler and his salesmen 
may be proud of the business they are in, 
depends upon whether or not they are 
merely looking for volume or are inter- 
ested in making a normal profit and at 
the same time rendering a constructive 
service to the customer 

G. S. STEINER, President, 
Steiner Electric Co., 
Chicago, Ill. 


CONTINUAL IMPROVEMENT 
THROUGH SOUND SELLING 


“Our industry is second only to Chem 
istry in its possibilities for improvement 
ind expansion. Technological develop- 
ment and improvement are continually 
it the heels of us engaged in the field of 
distribution. Forecasting, then, cannot be 
based on numbers of units or dollars of 
sales \ll that can safely be said is that 
our electrical business promises contin 
ual improvement.” 

SAMUEL KAPLAN, 
Belasco Electric Supply Co., 
Chicago, Illinois 


YEAR FOR 
STREAMLINED SELLING 


“The year, barring unforeseen disturb- 
ances beyond the control of the industry, 


should present a desirable market for 
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those salesmen who will actively solicit 
this business. If a salesman streamlines 
his operation to a point where he puts 
his time in with customers who are in 
position to use his product, and states 
his case to these customers in an inter- 
esting manner, he should have no diffi- 

culty in 1940.” 
HENRY CZECH, Division Manager, 
Westinghouse Electric Supply Co., 
Milwaukee, Wis. 


DESPITE DOUBTS, AN INCREASE 


“So much depends on political develop- 
ments and the war situation that any 
forecast must be followed by a big JI’. 
Even in normal times a presidential elec- 
tion year is a time of uncertainty, but 
1940 presents added uncertainties. Will 
the President be nominated for a third 
term? If so, will the government be 
more, or less, cooperative with business? 
lf the President decides not to run, will 
the nominee be from the left or right 
wing of the Democratic party? And will 
the Democratic convention, as proposed, 
be postponed until September, thereby 
prolonging the period of uncertainty? 

“Will the war continue throughout the 
year? What neutral nations will become 
belligerents? Will our country be drawn 
in? 

“All of these questions have a vital 
bearing on the business outlook. My 
opinion of the answers leads me to expect 
a small increase in business over 1939.” 

E. M. BALL, Manager Wholesale Dept., 
Commonwealth Edison Company, 
Chicago, Ill. 


GOOD TIME FOR TIGHTENING 
CREDIT AND DISCOUNT POLICIES 


“The incompetent customer is not only 
a poor credit risk but otherwise a non 
profit outlet for the distributor. Such 
customers aim to buy at lower prices or 
they cannot stay in business. Hence, to 
sell them is to reduce profit margin and 
increase credit risk simultaneously. 
“When business is good, as it is at 
present, a wholesaler can afford to estab- 
lish a rigid policy of credits and discounts 
which will build good will for him with 
his good customers who can be counted 
on through bad times as well as good.” 
R. P. SACKETT, President, 
H. |. Sackett Electric Co., 
Buffalo, New York 





PROBABLY SURPASS 1937 


“Judging particularly by our own ex 
perience which shows a very marked in- 
crease in cleaner business for the last 
three months of 1939 as against the first 
nine months, we believe that there will 
be an even greater increase in 1940, and 
expect that the Vacuum Cleaner Indus 
try will at least increase and probably 
surpass 1937, which was the biggest year 
the Industry has had up to date.” 

A. H. ZIRKE, President, 
The P. A. Geier Company, 
Cleveland, Ohio 


PROSPECT GOOD— 
MAKE MORE PROFITABLE CALLS 


“Our advertising and sales programs 
are being prepared and our organiza- 
tion feels that the prospects for the com- 
ing year should be excellent. 

“With improved products and_ better 
market presentation, if salesmen will 
adopt the old principle of making as 
many profitable calls daily as possible, 
no matter what 1940 holds for us, every- 
body will make more money.” 

S. A. LOEB, President, 
Webster Electric Company, 
Racine, Wisconsin 


CLOCKS SHOULD CLICK 
15-20% INCREASE 


“Our opinion is year 1940 will show 
improvement over 1939. Our estimates 
anticipate a gain of approximately 15% 
to 20%. In view of the fact, that elec- 
tric clocks enjoy a universal market in 
all types of homes and business enter- 
prises, we believe electric clocks will 
share generously in this increased busi- 
ness. Our estimates are subject to re- 
vision in case of important changes in 
the foreign situation.” 

C. E. DAVIS, 
Warren Telechron Co., 
Ashland, Mass. 


NEW YEAR LOOKS G00D 
THREE FACTORS COUNT 


“We are planning for a greater volume 
of business in every department in 1940, 
based on the three factors which we be 
lieve are necessary for the success of all 
electric appliance dealers: 1. Better ad- 
vertising and publicity job; 2. New mer- 
chandise that has ‘Use Value’ features 
that the public can understand and ap- 
preciate; and 3. The training material 
which, if used by the retail salesman will 
enable him to more easily secure the 
buying interest of more prospects. 

“Electric appliance business in 1940 
offers greater opportunities for all those 
who recognize these factors.” 

R. W. TURNBULL, Vice President, 
Edison General Electric Appliance Co., Inc., 
Chicago, Illinois 
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Just Press The Button 


By “Fran” Evans 


as told to 
BURTON CONKLIN 


“Fran” Evans of H. D. Kulow Electric, Utica, New York, has done a fine 


job on door chimes, primarily because he uses the demonstration board. 














668‘ RAN” EVANS presses the 
button and the chimes go into 
action. That, in a few words, 

is about how he sells them. His 
practice is to carry a chime display 
under one arm and his order book 
under the other. With these he 
gains attention and gets signatures 
on the orders. 

Evans is no house-to-house sales- 
man. He is with H. D. Kulow 
Electric, Utica, New York, and cov- 
ers a 75 mile territory in his new 
Oldsmobile sedan. He handles all 
lines—wiring supplies, lighting fix- 
tures and socket appliances—but al- 
ways leads with a door-opener. 
Recently it has been the chime. 

When he steps into a retail house, 
he sets the board on a counter and 
presses the button. The result is 
always the same. The boss comes 
pattering along the floor to see 
what’s happening. And the clerks 
and customers watch the goings-on. 

By this time Evans has attracted 
attention and set the stage for his 
sales story. The retailer can’t help 
but agree that the demonstration 
board is an attention-getter, also 
that the result is pleasant. He has 
seen and heard the evidence. So 
Evans’ selling job is partially done 
before he says a word. The next 
step, of course, is to convince the 
prospect that he, also, can _ sell 
chimes through using the demon- 
stration board. 

“There is just one way for the 





All set—with a display board in one arm, 
an order book nearby. 


dealer to sell them,’ says Evans. 
“That is to set up a display in a 
prominent location. People are curi- 
ous. So when they see the board, 
with its invitation to press the but- 
ton, they go to it. And bing, bong, 
bing—they are interested. That is 
about the way I do it, and dealers 
who do a real job, merchandise them 
that way, too. 

“At the warehouse we have a 
chime on the front door. When cus- 
tomers enter, the chime sounds. It 
leads to inquiries and sales. Of 
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course, in the fixture room we have 
a wide selection, so a prospect can 
see and hear a variety of models. 
“We also tie chime sales in with 
fixtures. It is a natural combination, 
because when prospects come in 
with contractors and dealers to buy 
lighting for a new home or remodel- 
ing job we show them the chime as 
the modern accompaniment to their 
modern lighting, and usually get at 
least one chime on the order. T 
style and quality depend on 
kind of fixtures they select.” 


he 
| 


the 


At present his best seller is a two- 
entrance tubular model that lists at 
about $8.00, but Evans has moved 
also many small chimes with en- 
closed bars; these less expensive 
units going into professional offices 
and restaurants. Furthermore, he 
feels that apartment houses will 
soon become a large market for 
chimes, consequently he and his con- 
tractors are starting to develop that 
field. 

Evans gets most of his business 
from electrical dealers. His next 
best outlets are hardware stores, fol- 
lowed by the department stores. A 
few contractors have also done a 
real selling job. In any case, the 
most sales have been made by the 
man who puts the display board to 
use. Evans is plenty optimistic about 
the future and says, “Chimes are 
here to stay. They have established 
themselves firmly with the public 
and created a broad acceptance.” 
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RUBBER COVERED POWER CABLES e« BUILDING WIRE 
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For Homes, Farms, Apartment Houses, also Stores and other 
Commercial Properties. With greater uniformity in physical 
characteristics and higher quality, they assure easier, 
speedier and more profitable installations at the lowest 
possible cost. 
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More Showmanship 
In 1940 A-W Program 


Current Adequate Wiring 
plans, with more sparkle, 
point to still brighter future 


ELL aware that the success of the 

Adequate Wiring campaign de- 
pends on its acceptance by the public, 
greater emphasis to attain that end 
is incorporated in this year’s plans 
of the National Adequate Wiring 
Bureau. So by means of this more 
interesting and dramatic consumer ap- 
peal, increased sales of construction 
materials will result for wholesalers, 
as well as other branches of the in- 
dustry. 

Spearhead of the new service to the 
hundreds of local groups now pro- 
moting better residential wiring, is 
a Visualizer now being prepared for 
the special use of industry representa- 
tives carrying the wiring story to the 
general public, architects and builders. 
Consisting primarily of photographs, 
the Visualizer is designed to help our 
industry tell its story in fast, interest- 
ing fashion. Furthermore, special care 
is being taken to ascertain that the 
message is written in the layman’s 
language. 

Other promotional materials are be- 
ing prepared to amplify the new sales 
approach. One will be a window dis- 
play; another, in smaller size, will be 
useful either as a car or a display 
card. Still another item will be a 
counter card designed to arouse in- 
terest, bring inquiries, thereby giving 
the electrical man an opportunity to 
talk adequate wiring. 

Other activities, such as field men to 
hold meetings, with local organiza- 
tions, and various methods for inform- 
ing these groups of what’s happening, 
will continue. 

Complete details of the 1940 wiring 
plans will be announced in a Year 
Book scheduled by the National 
3ureau for publication early this year, 
and highlights of the program will be 
reported by Wholesaler’s Salesman. 





HARD AT WORK on plans to cele- 
brate Eagle Electric’s 20th Anniver- 
sary which is taking place this year, 
is~Advertising Manager David Ringer. 
And what’s ahead for Eagle will soon 
be announced, reports Mr. Ringer. 
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SIX BLADE FAN 





Fan assembly in sizes ranging from 30” to 
72". Blades made of hardened steel. 
Can be used with either direct or belt 
drive applications. William J. Lohman, 
Inc., 62 Ninth Ave., New York, N. Y. 


ELECTRICAL CONNECTOR 





T connector is easily taped. All corners 
and edges are rounded and bolt heads 
sunk in sockets to facilitate taping. The 
same general type of construction avail- 
able for couplers, terminals, stud con- 
nectors and other shaped connectors for 
tube or cable. Burndy Engineering Co., 
Inc., 459 E. 133 St., New York. 





WHAT'S NEW 


Each month WHOLESALER’S SALES- 
MAN devotes several pages to 
new developments that whole- 
salers and their salesmen can 
use to develop more volume, bet- 
ter profits for their customers 
and themselves. Here are de- 
scriptions and _ illustrations of 
many new products for the con- 
tractor, industrial and retail 
markets. 











WATTMETER 








Particularly adapted to household ap- 
pliance testing, is the "Steel-Six" port- 
able wattmeter. Scale length is 53/16”. 
Accuracy is '/2 of | per cent of full scale 
at any point of scale. Ranges—Two 
range, 0-250 watts, scale divisions, 2 
watts each, 0-750 watts, scale divisions, 
5 watts each. Voltage, 110 and 220. 
Roller Smith Co., Bethlehem, Pa. 
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IN-BILT UNITS 








Designed to provide “built-in lighting", 
the new ‘'No-Box" construction eliminates 
metal housing, gives effective ‘down 
light" without glare, eliminates the ne- 
cessity of fins, louvers, control rings. 
Diam. face plate, 15!/2”; recessing depth, 
124%”. WHolophane Co., Inc., 342 Madi- 
son Ave., New York. 


MOTOR STARTING CAPACITORS — 





A.C. motor starting condensers employ 
aluminum foil and Kraft tissue and are 
impregnated with Dykanol "A" chlori- 
nated diphenyl. This material saves 
space and material and provides added 


safety factor. Hermetically sealed. 
Capacities from | to 50 mfd., rated 
at 330 volts, 60 cycle. Other sizes avail- 
able. Type KG. Cornell-Dubilier Elec. 
Corp., South Plainfield, N. J. 
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ADD & PRESTIGE TO YOURS! 


Through the years, ( Products have earned a prestige with archi- 
tects, contractors, engineers and home-owners, because the Frank 
Adam Company never stops at minimum standards. @ Products are 
built better than necessary—and are designed with the view of being 
ornamental as well as practical. 


@ Wholesalers have learned from experience that such high 
standards in the items they sell pay dividends—for @ prestige natu- 
rally carries over to the Wholesaler — and, added to his own, further 
strengthens his position. 


Here are some of the cogent reasons why: 


The @ Line is a standardized line. 

The items are compactly packed, and plainly marked for identification. 

They take up minimum storage and shelf space. 

They are priced right, and therefore fast-moving; quicker turnover means 
larger profits. 

They have ready acceptance by contractors, architects and engineers 
because of added convenience, and neat and artistic appearance. 


Your Salesmen Have at Their Command 


the services of the @ Sales Organization on all jobs requiring spe- 
cialized sales effort. Get in touch with your local @ Sales-Engineer, 
or write the Company for details. And — 


Write Today for Catalog 56 


Complete and intelligently arranged for quick and accurate figuring 
of prices. Each of your salesmen should be equipped with one. 
Address: Frank Adam Electric Company, St. Louis, Mo. 
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PHOTOFLASH BULB 





TROUGHING EQUIPMENT 


Equipment includes push-button throttle, 
V4" collet and swivel hose connection. 
Independent Pneumatic Tool Co., Chi- 
cago. 
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"Mighty Midget" tiny Mazda photoflash 
bulb (No. 5) is designed for use with all 
cameras except focal-plane shutter types. 
Smaller in size than a golf ball, the bulb 
has bayonet type base which locks firmly 
in socket, and is protected inside and 
out with lacquer safety jacket. General 
Electric, Nela Park, Cleveland. 


INFRA-RED RAY LAMPS 





“Dritherm" Nalco infra-red ray lamps 
have been designed for radiant drying 
(such as of automobile bodies) and 
heating purposes. Lamps have long 
burning life, uniformity of filament ma- 
terials, rugged construction. Illustrated 
is the method of assembling lamp units 
as a portable unit which can be pur- 
chased completely assembled. North 
American Electric Lamp Co., St. Louis. 


ROTARY AIR GRINDER 





Operating at free speed of 14,000 r.p.m., 
"Bantam" grinder designed to grind, 
sand, polish, cut, clean and carve. Uses 
wheels up to I!/2". Rotary files, brushes, 
buffing wheels, etc. may be used with it. 




















Trough mounting for socket type meters, 
or instruments, having turtle neck meter 
setting formed directly from individual 
covers of trough. In illustration, one 
cover in place showing meter receiving 
jaws with positive disconnects. Other 
cover removed to show line and load 
terminal conductor bus blocks. The 
Palmer Elec. & Mfg. Co., Wakefield, 
Mass. 





HEATING PADS 





Universal 3-Heat pads with long tie-on 
tapes is controlled by 4 automatic ther- 
mostats making it impossible to overheat 
any portion of the pad. Size 12” x 15”. 
Conforms with Underwriters’ specifica- 
tions. Landers, Frary and Clark, New 
Britain, Conn. 
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CLAMP-ON LAMP 





Clamp-on refiector lamp can be used on 
desk, table, etc., without cramping work- 
ing area. Swinging arm will spread to 
20” fully extended in any direction. Spe- 
cially designed seating lock gives ap- 
pearance of rigid unit when in normal 
position. Indirect lighting, ventilated to 
prevent over heating. Eagle Electric 
Mfg. Co., Inc., 59 Hall St., Brooklyn, 
N. Y. 








FLUORESCENT PACKAGE 





Designed for store and office lighting, 
unit comes equipped with four—48", 
daylight or white fluorescent lamps. 
Streamlined chassis (48!/."" long, 10!/2" 
wide, 734" high) has decorative end 
trims, is complete with electrical circuits 
and Hygrade "Starters". Corrected for 
power factor and stroboscopic effect. 
Called “Miralume HF-200." Hygrade 
Sylvania Corp., Salem, ‘Mass. 


ADJUSTABLE SPEED MOTOR————— 





Combination of an eddy current clutch 
and a standard constant speed a.c. 
squirrel cage motor. No mechanical 
contact between driving and driven 
members of unit. Speed and torque 
variations obtained by controlling mag- 
netic excitation of clutch, thereby ob- 
taining desired slip. Called "Adjusto- 
Spede." The Lauis Allis Co., Milwaukee. 
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Delco Deluxe |2'' and 16" 


Delco Wide Blade 
10°", 12"' and 16" 


Delco Aircirculators 
24" and 30" 























Delco Ventilating Fans 
9", 10°, 12°" and 16" 
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DELCO FANS HAVE EVERYTHING 
Beauty, Quietness, Long Life, 
Speed, Capacity, Efficiency 


everything your customers naturally 
expect in a 


Product of General Motors 


And the 1940 line is so complete there is a 
type of fan ready to solve every cooling 
and ventilation problem of home, office, 
business or factory. 


1940 Fan Profits 


will depend upon your ability to supply just 
what your customers want, when they want 
it. You will be able to do this perfectly 
with Delco Desk, Pedestal, Ceiling, Exhaust 
and Ventilating Fans, the wonderfully effec- 
tive Delco Aircirculators and Delco North- 
easter Desk and Ventilating Fans which are 
the leaders of the low price field. 


1940 Catalog Now Ready 


It will pay you to write for your copy of our new 
descriptive catalog—and see for yourself how easy 
it is to solve every cooling and ventilating problem 
when you sell Delco Fans. Get all the details and 
learn about the displays, posters and folders 
Delco provides to help increase sales and profits. 


DELCO APPLIANCE 
DIVISION 


GENERAL MOTORS SALES CORPORATION 


ROCHESTER, NEW YORK 








GOLD-PLATED REFLECTOR 





By means of adjustable porcelain socket, 
accommodates all commercially available 
infra-red ray lamps. Supplied in single 
reflector units and in strips of 4, 5, 6, 
and 7 reflectors. Strips are of two-piece 
design so wiring and mounting can be 
accomplished with minimum of effort. 
Called '"Para-Sphere." The Fostoria 
Pressed Steel Corp., Fostoria, Ohio. 


HEAVY-DUTY RECEPTACLE 





Rated at 20 amp., 250 volts, 2-wire po- 
larized receptacle is for heavy duty 
appliances, motor and heating loads 
requiring polarized circuits. Bakelite 
body, |” deep; fits standard shallow wall 
boxes, takes standard duplex plate. Four 
large binding screws. Matching polar- 
ized cap has metal cord grip. The 
Arrow-Hart & Hegeman Elec. Co., 103 
Hawthorn St., Hartford, Conn. 


BONDED ARMORED CABLE 





Double-bushed and bonded armored 
cable having a tinned copper wire bridg- 
ing each convolution. This is a bond 
wire, not a ground wire, and cannot be 
confused as a third leg or neutral. Uni- 
form resistance throughout. Low resist- 
ance path to ground. Flexibility has not 
been sacrificed. Approved by Under- 
writers’ Laboratories. Triangle Conduit 
& Cable Co., Horace Harding & Queens 
Blvds., Elmhurst, L. |., N. Y. 


WHOLESALER’S SALESMAN — January 1940 





anna 6 OS,.,lUelC OD OUD Oe eee ee 


























MULTI-BREAKER 


FOR BETTER 
SALES IN 1940 






A 2-pole, 100 ampere frame, type M2 
Multibreaker is common trip, i. e., over 
load on one pole automatically trips both 
poles simultaneously. Designed for the 
following services: 3 wire solid neutral, 














6, 115-230 volts, a.c., insulated groundable 
* neutral; 2 pole, 115-230 volts, a.c., no SELL ROl@ Vawda L| GHTl NG 
rt. neutral; capacities—50, 70, 90 or 100 
ia amp. Breaker is trip free and cannot be 
held closed on short circuit or over load. 
Square D Co., 6060 Rivard St., Detroit. | 
| Topay. most illumination engineers subscribe to the fact 
| that a combination of good localized lighting with good 
— | general lighting provides the most efficient and economical 
HACK SAW FRAME industrial lighting job. The realization that localized lighting 
—_ . is primary for seeing on the job is spreading rapidly. The 
on time has come when truly modernized industrial lighting 
y be installations start with fitting lighting to individual operators. 
—! ee are 
Thus, localized lighting is a tool of tremendous opportunity 
No. 2628 Hack saw frame is adjustable with which the lighting salesman can become an expert 
type; accommodates blades from 8” to . } _ Nee 
12” long, which may be faced in four on seeing. It offers immediate possibilities for greatly in- 
ot directions. Steel pistol-grip fits the =e : 
uty gg Wi rs ot i nena creased sales — and a future of great promise to the salesman 
ads available in 10” and 12” sizes and coarse, who gets a real “‘kick’’ out of selling results instead of causes. 
a medium and fine series. Bonney Forge 
oe and Tool Works, Allentown, Pa. Fostoria provides the help you need to make a real success 
























lar- 9 of selling ‘‘seeing’’ in 1940. Call on us for full cooperation. 


The 
Vise Ahis hock for increased sales in 1940 
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PORTABLE BENCH GRINDER 





ered The Fostoria Handbook of Localized Lighting is a 

ridg- Fly querded qrinder comes ta crenm- valuable sales aid for you. Send for a copy today. 

pond lined cast housing, having two-toned 

+t be ™ finish of blue crackel and lacquered 

Uni- white metal. Sets on four rubber feet. 

Ce OMe RIM §=THE FOSTORIA PRESSED STEEL CORP 
nat = one coarse and one fine grinding wheel, ” 
nder- @ 43%" by 3%". Dimensions: 10/4" x 6!/2" 

nduit x 6!/,". Speedway Mfg. Co., 1834 S. FOSTORIA 1 OHIO 

seons | 52nd St., Cicero, Ill. 
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THE BEST 
IN 
TAPE 
SINCE 1888 


CLIFTON MFG. CO. 


INC. 


MATTAPAN e BOSTON, MASS. 


SEND FOR SAMPLES 











INDUSTRIAL REFLECTOR 








Alzak processed aluminum “high bay” 
wide angle reflector comes in four diam- 
eters: 12", 14", 16" and 18". Various 
sizes taking from 300 to 1500 watt lamps. 
Beam spreads from 120 degrees to 90 
degrees. S & M Lamp Co., 119 W. 36th 
Place, Los Angeles. 


PORCELAIN LAMPHOLDER 





One-piece porcelain pull lampholder has 


side outlet. Two sizes: 4'/g” diameter 
for 3'%4” box; 5'/g” for 4” box. Rated 
at 250 watts, 250 volts. Has shade 


holder groove. No. H135 is illustrated. 
Other types available without receptacle. 
The Bryant Electric Co., Bridgeport, 
Conn. 


BUSBAR SYSTEM 








Duct enclosed busbar distribution sys- 
tem with "plug-in" openings every 12”. 
This particular size, No. 125, is designed 
for small shops and plants. Consists of 





10-foot sections, each having provision 
for ten power taps or circuits. Busbars 
are channel shaped, supported on porce- 
lain bases. Bull Dog Electric Products 
Co., Detroit. 


DETACHABLE SIDE-MOUNT 





A mounting bracket on switch boxes for 
wall-board, sheet-rock and similar instal- 
lations, the Raco all-steel side mount is 
detachable. Assembly consists merely of 
removing the side of box from the slotted 
side of the spacer, sliding box side within 
formed lugs of the side-mount bracket, 
replacing box side and tightening the 
assembly screw. All-Steel-Equip Co., 
Inc., Aurora, Ill. 


WATER HEATEPS 





ESE ls tg, 


In ten sizes, ranging from 5 to 120 gal- 
lons, and four types of heating unit ar- 
rangements and controls, heaters are 
suitable for installing in kitchen, bath- 
room or basement. Sizes of 20 gallons 
and over can be equipped with (a) one 
heating unit (b) two units or (c) one 
lower unit with provision for adding 
~upper unit when desired. The Cleveland 
Heater Co., 1933 W. 114th St., Cleve- 
land, 
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THE BIGGEST PRICE BLAST IN 
FLASHLIGHT BATTERY HISTORY 


Will Not Stick! Will Not Plug! Doubly Insulated! For 
the very first time, a unit cell with real plus features 
—backed by the most liberal guarantee ever offered— 
now at the new low retail price of 10c. 


(--~ | FREE COUNTER 
This cell is uncon- { 

yy ditionally guaranteed D i 

DR met to STICK in, Unit package of 48 Ray-O-Vac Leak 

DY inctasttigne sheaa ¥4 Proof Cells slashed to $3.12 dealer's 

DM it dothis at any time [4 cost—provides full profit of 35%. 


DY Ray-0-vac witt re- YY Order from your wholesaler today. 
TH RE placethe flashlight | 


ff without charge with 





a new one of equal or 
eater value. 


RAY-0-VAC 
COMPANY 


<=\\MADISON, WISCONSIN 
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No. 8400. This base standard 
under all Surfolet outlets 


No. 8460 
<a Pull Chain 


‘es 
ae Lamp Base 


fs pee & PAL 
Keyless 
amp Base 


No 8410 Tum- 
bler Switch 


et): 
No. 8430 


Duplex Flush 
Receptacle 


No. 8450 Blank 
Junctior Box 





Quickly Installed 
with 
More PROFIT 


Contractors everywhere have found that 
surface wiring installations can now be 
made in considerably less time and with 
more profit for themselves. 

This is made possible by the exclusive 
and unique design of Surfolet surface wir- 
ing devices which speed installation and 
cut down the amount of material used on 
each job. No clamps, connectors’ or 
grounding are necessary. 

Attractive appearance, safety and econ- 
omy provide distinct customer appeal. 
Underwriters’ approval is your assurance 
of complete safety and protection. 





Get your contractors lined up for real 


profits in 1940. Get them acquainted with 
the Surfolet line. 


Write for full details 
TODAY 





PORCELAIN PRODUCTS, INC. 


FINDLAY, OHIO 
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TWIN LAMP FLUORESCENT 





Alzak aluminum, highly polished reflector 
uses two 48" fluorescent lamps. Indi- 
vidual reflector for each lamp. Sockets 
complete with thermal glow-switch 
starters and line ballast equipment for 
regulating current to lamps. "Tulamp" 
type ballasts. Hinged construction per- 
mits reflectors, lamps, sockets and ballast 
units to swing down from housing by 
releasing two screws. Called “Flur-O- 
Liter". Benjamin Elec. Mfg. Co., Des 
Plaines, Ill. 


SELECT-A-LITE BULB 








A three-light bulb that may be used in 
any regular socket. Regulated by turn- 
ing Bakelite collar to light desired in a 
choice of 40-60-100 watt illumination. 
Jewel Incandescent Lamp Co., 900 Pas- 
saic Ave., East Newark, N. J. 


APARTMENT PHONE 











Equipped with pilot light that tells 
tenant (by pilot light) when caller has 


opened vestibule door. Body of dark 
brown Bakelite, dull finish, elliptical in 
shape. Has built-in mouth piece and is 
furnished with |, 2, or 3 buttons. All 
operating parts are enclosed. Called 
"Connectaphone. Connecticut Tel. & 
Elec. Corp., Meriden, Conn. 


FLUORESCENT FIXTURE 





Uses four 48" fluorescent tubes. The 
Brigadier’ meets specifications of Fleur- 
O-Lier Manufacturers. All-steel, elec- 
trically welded frame in which are in- 
serted sheets of translucent plastic. 
Lamping done from top, so louvers are 
not disturbed. Canopy houses two high- 
power factor ballasts which make use of 
split-phase principle. The F. W. Wake- 
field Brass Co., Vermilion, Ohio. 


MULTI-OUTLET WIRING SYSTEM——— 


—_— 


Designed to fit unobstrusively above 
standard baseboard, the ‘'plug-in-any- 
where” multi-outlet wiring system is avail- 
able with complete line of fittings, 
receptacles in standard or ivory finish. 
Wiremold Co., Hartford, Conn. 


FLUORESCENT UNITS 


Show case units M-1309 and M-1325 
come in two types—one which houses 
the lamp only (top above) with control 
auxiliaries beneath the show case proper, 
the other (bottom above) has space 
provided in housing for necessary auxili- 
aries. Available with housings made of 
bronze or steel, finished electroplated 
statuary bronze. Alzak reflector. Avail- 
able in standard and special lengths for 
15 and 30 watt fluorescent lamps. Edwin 
F. Guth Co., St. Louis. 
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needs in the following ways: 
The G-E line includes the conduit products, the wiring device items 
and the grades of building wire needed for any wiring installation. 
New materials are being added to the G-E line continually — materials 
i that will meet new needs and will enable contractors to make better, 
} faster installations. 
i The quality of G-E materials is high. They can be depended upon 
i to give good service. Moreover, G-E materials are easy to install. 
In fact, the distributor salesman handling G-E Wiring Materials is 
equipped to satisfy the needs of his contractor customers who 
compose his best market. Wiring Material Section, Appliance and 
Merchandise Department, General Electric Company, Bridgeport, Conn. 





















& 
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General Electric recently in- 
troduced a new line of 
standard switches complete- 
ly insulated with Textolite, 
Cat. No. 2841, etc. Blades 
are securely anchored in 
Textolite blade carriers. ea 





ata 





Electrical contracting undoubtedly furnishes the best market in which whole- 
salers’ salesmen can sell wiring materials. Salesmen selling G-E Wiring 
Materials in this market are fortunate because the G-E line meets contractors’ 
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THE UNIT 


THAT BRINGS MORE BUSINESS AND 


MADE TO 


RLM 


SPECIFICATIONS 


FILLS TODAY’S LIGHTING NEEDS MOST EFFICIENTLY 








SEND FOR 
OUR NEW 
112 PAGE 
CATALOG 

OF THE for it! 
COMPLETE 
QUAD LINE 











more detailed 


FLUORESCENT LIGHTING UNITS 


QUAD now offers Contractors a Fluorescent Lighting Unit of 
highest efficiency for daylight illumination. The trend is toward 
this new type of lighting for industrial and commercial installa- 
tions and you can be right in there for your share of good busi- 
ness with QUADS—they're easy to install—easy to clean and 
maintain, and the basic unit shown can be worked into many 
combinations which means still more business for you. We have 
information that is yours for the asking—Send 


QUADRANGLE MFG. CO. 
32 S$. PEORIA ST. 


CHICAGO, ILL. 











Here's a fuse line with a 
future. It's different. The 
powder-packed renewal ele- 
ment is not interchangeable 
with ordinary ‘“‘bare-link”’ 
fuses. You get all the 
repeat business and elimin- 
ate all price competition. 


Customers are guaranteed 
better service when they 
use TRICO powder-packed 
fuses because each renewal 
is custom-built for maxi- 
mum performance. 


TRICO'S "Thru the Whole- 
saler policy protects your 
interests — and PROFITS 


— year after year. 





For Prestige — Fer Profit 


SELL TRICO 


Get complete details from your TRICO 
Representative or write 


Trico Fuse Mfg. Co.,Milwaukee, Wis. 


TRICQ FUSES 


STOP WASTED KILOWATTS AND WASTEFUL SHUTDOWNS 
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MAKING PRODUCTS 


1. Wire-Nuts.—Millions used in 
preference to solder and tape 
methods. Speeds production and 
improves work. Skin wires—Screw 
on—That’s All! Fully approved. 





2. “E-Z’’ Wire Strippers.—Strip 
the toughest insulation without 
nicking or cutting strands. Strips 
solid or stranded wires No. 30 
gauge to No. 5. 


3. Cable Ripper — Easily and 
cleanly rips non-metallic sheathed 
duplex or lead covered cable. 


4. Joist Boring Machine.—A fast 
mover. End tiresome and dan 
gerous reaching. Bores at any 
angle. Reaches up to 11 ft. 


5. Fuse Clip Clamp.—Here is a 
device that has real sales appeal 
For Ferrule or Knife type clips. 
Seven sizes. 


6. Fish Tape, Reel and Puller.— 
Big Selling, 3-in-1 Tool — 
Easily fits tool kit. Keeps tape 
reeled up. Eliminates breakage 
and “‘live’’ contacts. 

7. Fuse Reducers.— Stops over 
fusing. Many sizes. 


8. Test-Lite & Fuse Puller.—Tests 
live circuits, pulls fuses. Electri- 
cians really use this combination 
Test-Lite and Fuse Puller because 
of its handy pocket size. 


9. Fuse Pullers. — Laminated 
Fibre, four sizes. 





SOLD THROUGH JOBBERS 








Electrical Products Division 


ideal Commutator Dresser Company 


1047 Park Avenue Sycamore, Illinois 












SMILING SERVICE by Larry John- 
son, S. A. Greco and J. H. Lloyd of 
Graybar’s New Orleans house. John- 
son is stuck clerk; Greco has charge 
| of service and Lloyd specializes on 
| Hotpoint service. 








G. E. Employees 
Get Big Bonus 


This was an especially Merry 
Christmas for General Electric em- 
ployees as they divided approximately 
$2,400,000 under the General Profit 
Sharing Plan, compared to $557,000 
| distributed during 1938. What’s more 
| these folks have received an additional 
$2,350,000 as a cost-of-living adjust- 
ment of their earnings for 1939. 





Ray-0-Vac Reduction 


MADISON, WIS.—A short time ago 
Ray-O-Vac came out with a leak 
proof and air tight flashlight battery, 
put a list price of “2 for 25 cents” on 
them. However the demand was much 
greater than anticipated and _ last 
month Sales Manager L. H. Keller 
announced a reduction in price to 
10 cents straight. 


Littlefuse Moves 


CHICAGO—With volume increasing, 
Littlefuse, Inc. is now in a larger 
plant at 4757 Ravenswood Ave. This 
is the fifth time in the last 12 years 
that the company has enlarged its 
manufacturing facilities. 








FIGURE EXPERTS are C. J. Bour- 
don, left, traveling auditor for West- 
inghouse Electric Supply, and Ernest 
Sellars, credit manager for Wesco at 
Portland, Ore. Bourdon works out 
of New York. 
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READY NOW! FLUORESCENT LIGHTING UNITS 


THE NEW TWIN 48 INCH LAMP 


FLUGRESCENT 
LIGHTING UNIT 


Made to RLM Specifications 





BEARING THE RLM LABEL 


These new Fluorescent Lighting Units made in accordance 
with the new RLM Standard Specifications make available an 
entirely new type of lighting for the general and local illumina- 
tion of industrial and commercial interiors. 


Depending upon the mounting heights, spacing and arrange- 
ment, 18 to 42 footcandles of daylight quality illumination are 
distributed upon the surface to be lighted. 


By mounting units close together end-to-end to form con- 
tinuous lines of light 8 to 10 feet apart, an unusual improve- 
ment in illumination is obtained. Such arrangement conforms 
to the modern functional trend in design and, therefore, makes 
possible an unusual improvement in general appearance. 


Salient points of these new units are: 

A.Porcelain Enamel Reflecting Surface for diffusion and dura- 
bility. Time has proven the durability, sustained efficiency 
and low maintenance cost of porcelain enamel. It is not 
affected by heat, cold or atmospheric conditions. It is 
easily cleaned. 

B.738% Light Output Efficiency. The design of the reflector, 
spacing of the lamps and high efficiency of the porcelain 









THE CERTIFICATE OF 


The letters RLM stand for Reflector and Lighting Equipment Manufacturers 


REM STANDARDS? INSTITUTE 


INCORPORATE O 





20 N. WACKER DRIVE - ROOM 1130 + CHICAGO, ILL. 





enamel reflecting surface combine to produce an unusual 
high light output efficiency. 


«72% Degree Cut-off. An RM cut-off standard for over 20 
years and now generally accepted as good lighting practice. 
Insures adequate shielding of the light source from the side 
to minimize glare. In addition the ends of the unit are 
closed to further protect the eye. 


D..Uses two 48" Mazda Fluorescent Lamps. Approximately 100 

watts used by lamp and auxiliary. 
‘f 

E.New Type Auxiliary Corrects Power Factor and Flicker. 
Also equipped with removable and renewable auxiliary 
starting switches located in the socket. 

F . Equipped with Auxiliaries Approved by the Underwriters’ 
Laboratories. All auxiliaries used in RLM units carry the 
approval of the Underwriters’ Laboratories. 


As with all rim Lighting Units, the rtm Label affixed to a 
Fluorescent Lighting Unit is a warranty of conformance to 
RLM Specifications and is so attested to by the Electrical Test- 
ing Laboratories. New Specifications have been published 
giving complete information about this new unit. Ask your 
supplier of RLM reflectors or write Institute for a copy. 












UNIFORM QUALITY 









_ FLOOR BOXES 
WIRING 
SPECIALTIES 
No. 330 “LATROBE” 


TOM THUMB UTILITY 
OUTLET 





installations and 
other locations 
free from mois- 
ture or me- 


chanical injury- 








GANG BOX 


floor box with 
in one section 
ith Yo" flush 


cover 


No. 252-R TWO 


Two gang adjustable 
No. 208 receptacle 


cover plate 
res plug and the other 


with 2" flush brass plud- 





| _ JUSTABLE 
| _ 110 NON-AD 
| WATERTIGHT FLOOR BOX 


Cutaway view 
showing how te- 
pered unit re- 
ee Pp tac | e fits 
° ening 
tapered P com 
body. . 
word in desig", 
appearance, an 
simplicity of in- 
stallation. 


® The Latrobe Line is complete 
for all residential, commercial, 
and industrial requirements. In 
addition, the entire line is de- 
signed with the idea of reducing 
installation time . . . an impor- 
tant point to consider when se- 
| lecting floor boxes and wiring 
specialties 


White Jor details TODAY! 
FULLMAN MFG. CO. 


LATROBE : PENNA. 
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Don Quixote 
Would Be Sad 


SAN ANTONIO, TEX.—If_ that 
colorful old chap, Don Quixote, was 
still riding on the loose these days, 
doing devastating damage to wind- 
mills, he would be extremely unhappy 
to hear E. F. Oelkers, electrical mana- 
ger of Southern Equipment Co., this 
city, express his views. 

For as Mr. O6elkers sees it, the 
windmill is slipping and fast giving 
ground to the electrically driven 
water pump. Briefly, this is his ex- 
planation, “Windmills are being re- 
placed by pumps due to rural electrifi- 
cation which is bringing electricity 
to hundreds of farms and ranches in 
this territory for the first time. Also 
this activity has greatly stimulated 
supply sales.” 


Prompt Service 
Increases Sales 


CHARLOTTE, N. C.—The sales staff 
of Mill-Power Supply Co. is plenty 
enthused about the firm’s delivery 
check-up system. As Salesman W. D. 
Kendall explains it, “One man, W. S. 
Lachicotte, spends his entire time fol- 
lowing shipments both from the fac- 


tories and our warehouse to insure 
efficient and prompt service. This in 
itself is a strong aid to sales, because 
customers need and appreciate depend- 
able, fast service.” 

For several weeks the firm has been 
running a special sales campaign on 
small appliances, with plenty of em- 
phasis on shavers. The salesmen are 
backed by an aggressive direct mail 
campaign. 


Using Desk Lamps 
For Double Duty 


EL PASO, TEX.—The fluorescent 
lamps on the ten desks of Mine & 
Smelter Supply Co. are doing double 
work these days, for through doing 
a good lighting job, they are effective 
as demonstration units. Further, these 
Mitchell units are called to the atten- 
tion of prospective buyers with effec- 
tive results. 

T. O. Sykes explains it this way, 
“The fact that the company itself is 
using fluorescent lighting constitutes 
a strong recommendation in itself in 
the minds of prospects. It is unneces- 
sary to use arguments to convince 
people that this lighting is practical; 
we only have to point to our desk 
lamps. It is a fine way to demonstrate 
this type of lighting.” 
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TEAM WORK gets more business 
for both wholesaler and manufacturer 


and Arthur Levey, salesman for 
Interstate Electric, New Orleans, and 
M. Rivera of Harvey Hubbell, Inc., 
carry out that idea. 





Allen-Bradley 
Appointments 


To provide better sales and service 
coverage in certain sections of the 
midwest, Allen-Bradley has appointed 
two new representatives. Paul Berry, 
3128 N. W. 26th St., Oklahoma City, 
is selling in Oklahoma and Arkansas. 
A. V. Sorensen, owner of Midwest 


Equipment Co., 1206 Farnam St., 
Omaha, brings in Allen-Bradley busi- 
ness from Nebraska and_ western 
Iowa. 


New Representatives 
For Roller-Smith 


Roller-Smith Co., Bethlehem, Pa., 
appointed three new representatives 
recently. J. J. Thalheimer, 242 
Fountain Ave., Dayton, is covering 
southern Ohio, southern Indiana and 
Kentucky. The Walter V. Gearhart 
Co., Volunteer Bldg., Atlanta, is sell- 
ing in Georgia, the Carolinas and 
parts of Alabama and Florida. 


Takes on New Line 


ST. LOUIS—The M. J. Cleary Com- 
pany of this city have recently been 
appointed sales representatives of the 
Pittsburgh Reflector Co. Mr. Cleary 
is a lighting specialist with experience 
of many year’s standing in the manu- 


facturing selling and electrical supply 
fields. 
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ELECTRICAL Aa 


Tse 


Industry may now enjoy a new high standard of general 
“daylight” illumination for its varied lighting requirements 
with this new R. L. M. fluorescent fixture. It brings continu- 
ous good vision under cool, diffused light— without heat or 
glare. For ample intensity and proper distribution of light, 
the Goodrich R. L. M. Fluorescent Fixture uses two 48” 
fluorescent lamps, and is equipped with auxiliaries which 
correct for power factor and flicker. 


Finished in Permanent Porcelain Enamel 


The better diffusing surface of porcelain enamel minimizes glare, and pro- 
vides an even distribution of light. Porcelain enamel is unaffected by at- 
mospheric conditions; does not corrode or deteriorate, is easily cleaned 
to retain its original high efficiency. Catalog sheets will be sent on request. 


Sold only through electrical wholesalers 


MEMBER OF R.L. M. 


b 


STANDARDS 


INSTITUTE 
ELECTRIC RICH 


i) BY Sy a 2 ee: om @ oe eS ae oe ae a ee ee ee: ee 
GENERAL OFFICES AND FACTORY: 2921 N. OAKLEY AVENUE, CHICAGO, ILL. 
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The leading utility companies and 
“industrials” use PENN-UNION fit- 
tings to make certain of dependable 
connections. 


They know that every Penn-Union 
fitting is carefully designed and 
manufactured ... thoroughly tested. 









Standard and 
special types, 
for every need. 


Straight and 
angle. For tube 
and cable. 


All types; tub 
ing or cable, 
or flat bar. 


These fittings are high conductivity 
copper alloy, with machined contact 
surfaces. 


More than 6,200 items in the Penn- 
Union line . . . for every type of elec- 
trical connection ‘ 

. . « including many 
NEW and IMPROVED 


fittings. 


Write for catalog. 


PENN-UNION 
ELECTRIC CORPORATION 
ERIE, PA. 


You'll find it in the complete line 


UNION 


Conductor Fittings 
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Warren Perry is now with Nathan 
Goodman Co., Washington, D. C. He 
was formerly with Doubleday-Hill 
Electric of that city. 


C. J. Prashaw has been promoted 
to manager of Hotpoint’s Dallas dis- 
trict. He was refrigerator specialist 
at Kansas City. He succeeds J. T. 
Nee, who moves to Atlanta, as range 
specialist. 


Responsibility for sales promotion 
activities of Emerson Radio & Phono- 
graph Corp., is in the hands of Phillip 
Gillig, long experienced in appliance 
merchandising. 


Dan Hart is the latest addition to 
the sales organization of Capital Elec- 
tric Supply Co., Denver. Dan, who 
was in retail selling, is specializing on 
fluorescents. 


H. W. Toudouze, of Graybar, has 
charge of merchandise lines at the 
Houston house. Prior to this advance- 
ment, he was warehouse foreman at 
Beaumont, Tex. 


In addition to his work as national 
merchandising manager for Philco, 
Harry Boyd Brown also has charge 
of air conditioning. 


Dan Wells is now pushing the 
supply lines for Poindexter Elec. 
Supply Co., Denver. He had been 
with Gross Elec. there. 


Harold Adams, who has been cover- 
ing Minnesota for Toastmaster, has 
moved ahead to the Chicago territory, 
comprising IIl., Wis., lowa, and Minn. 


To push Goodrich Electric Sales in 
the Wisconsin territory, Harry Q. 
Beven has just been appointed sales 
representative. He will handle indus- 
trial lighting equipment. 


From Cutler-Hammer, Inc. comes 
word of the appointment of Terry 
Fisher to chief responsibilities in the 
Northern Indiana territory, and news 
that Clayton P. Innes is to be their 
representative in the Omaha territory. 


Ed Roberge, outside salesman, will 
cover industrial accounts and utilities 
in Worchester county for Atlantic 
Electrical Supply Co., Worcester; 
W. Howard Allen, store manager has 
become associated with another Wor- 
cester firm. 


Newcomer to the counter sales staff 
of Dauphin Electrical Supply Co., 
Harrisburg, Pa., is Orville G. Kelley. 


OBITUARIES 





Frank P. Cox 


Frank P. Cox, 72, retired manager of 
General Electric’s West Lynn ( Mass.) 
works, died November 30 at his home 
in Swampscott. A native of Terre 
Haute, Ind., born there December 31, 
1866, he graduated from Rose Polytech- 
nic Institute in 1887 as a mechanical 
engineer. Then he went to Johns Hop- 
kins University for his electrical edu- 
cation. 

Mr. Cox joined Thomson-Houston 
Electric, forerunner of General Electric, 
in 1890. By 1922 he was manager at 
West Lynn, holding that position until 
his retirement in 1935. 


George L. Crosby 


George L. Crosby, 56, vice president 
and general sales manager of the Roller- 
Smith Co., died suddenly at his home in 
Bethlehem, Pa., on December 2. Born 
in Brookhaven, Miss., he attended Mill- 
saps College and George Washington 
University before joining the Cutter Co. 
in 1902. 

Two years later he became a sales 
engineer for Stanley—G., I. Electric, and 
when that company dissolved, Mr. Cros- 
by started his own organization. He 
went under the Roller-Smith banner in 
1910 as sales engineer, gradually worked 
up to the position he held at his death. 


William Smart 


William Smart, 52, president of Smart 
Electrical Supply Co., New York, died 
at his home in that city on December Ist. 
He started in the electrical wholesaling 
business as a partner in Weber Electric 
Supply Co., New York, in 1912. Eleven 
years later, he resigned to form his own 
company. 

Mr. Smart is survived by his widow, 
Mary, and son, William C. Smart. 


Edgar Douglas Spooner 


Edgar Douglas Spooner, treasurer and 
purchasing agent of the L. R. Klose 
Electric Co., Kalamazoo, Michigan, died 
November 24, at the Bronson Hospital 
there, after a short illness. 

Mr. Spooner was born in Illinois, but 
spent the last twenty years of his busi- 
ness career in Michigan. He went there 
originally for the old Central Electric 
Company of Chicago, but for the past 
nineteen years, Mr. Spooner was asso- 
ciated with the Klose organization. 

He is survived by his wife and three 
children. 
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Reflecto Duct 


for Fluorescent 


NOW MADE FOR 
TULAMP BALLASTS 





b. 


These Tulamp Ballasts will operate Two 
Lamps, with separate starting switch, at 
high power factor and with less flicker 


Made in two Types 
for 36" and 48" lamps 


Model Tulamp—36—$12.50 List 
Model Tulamp—48—$15.50 List 


Ballast, lamps or sockets not included. 


Write for circulars. 


REFLECTORS, INC. 


3225 Frankford Ave., Philadelphia, Pa. 


*Registered U. S. Patent Office and Patent Pending 











ILSCO 
Solderless Lug 


You 
Should 
Know 









ILSCO See 
Set-Screw them 
Connector (and others) 


in new ILSCO 
catalog. 
Write for yours today! 


ILSCO 
Straight Connector 


Dept. WS 
ILSCO COPPER TUBE & PRODUCTS, INC. 


5629 Madison Road Cincinnati, Ohio 

















MORE FACTS 
ON PRODUCTS 


Aerial Grinders—A 15 page catalog 


covers the complete line of aerial 
grinders made by Sawyer Electrical 
Manufacturing Co., Los’ Angeles, 


Calif. as well as their hi-speed, heavy- 
duty tool post and pedestal mounted 
models. 


Motors—General Electric Co. Sche- 
nectady, N. Y. Leaflet GEA-1807B 
describes squirrel-cage induction mo- 
tors. No. GEA-98B shows Type RB 
single-phase, repulsion, brush-shifting 
motor. No. GEA-1698A contains in- 
formation on construction features of 
general-purpose, constant-and adjust- 
able-varying-speed, wound-rotor  in- 
duction motors, 1 hp. and larger. 


Wiring Devices—Four page folder il- 
lustrating, describing, pricing “Speed” 
line of wiring devices put out by 
Marks Products Co., 84-90 N. 9th St., 
Brooklyn, N. . # 


Maintenance Equipment—M ailing 
piece which shows and describes prod- 





ucts of Ideal Commutator Dresser Co., | 


1047 Park 
cluding undercutters, 
winding equipment, 
wire strippers, etc. 


Ill., 
markers, 
fuse 


in- 
aa 
coll 
specialties, 


Ave., Sycamore, 


Chimes—Pocket size folder with il- 
lustrations, descriptions, and prices of 


bar and tubular chimes produced by 
Devalera Chimes, 1945 Park Ave., 
New York. 


Lighting—Catalogue folder or mailing 


piece giving specifications, applica- 
tions and prices of Downlites manu- 
factured by Rambusch, 2 W. 45th 


St., New York. 


Telephones—“Buyer’s Digest” put out 
by S. H. Couch Co., North Quincy, 


Mass., is sectionalized thus: private 
systems for offices, factories, institu- 
tions; code call system for locating 


individuals in plant; apartment house 
equipment; fire alarm systems; signal- 
ing systems, Blake staples, etc. 


Rural Type Transformers — Booklet 
covers rural line distribution trans- 
formers made by Wagner Elec. Corp., 
6400 Plymouth Ave., St. Louis. Con- 
struction details, dimensions, instruc- 
tion for care and operation are covered. 


Control Equipment—60 page cata- 
logue, called “Quick Selector,” cover- 
ing electrical apparatus made _ by 
Westinghouse Elec. & Mfg. Co. for 
motor or lighting circuits. To help the 
user, devices are separated as follows: 
safety switches, pages 4-9; nofuze 
breakers, 10-15; multi-breakers, 16-19; 
panelboards, 20-39, motor control, 
40-50; motors, 51-55. Last several 
pages devoted to detailed application 
data. 
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So MANY 
Places to 
Sell this 

OFFICE APPLIANCE 
LAMP 


It's a lamp of many uses. 
Clamps to desk or can be 


screwed to wall or table. It fe 
swings to right or left, di- en te 
recting its strong indirect 


light just where needed, with 
no glare in the operator's 
eyes. With only a 100-watt 
bulb it delivers 30-35 foot 


candles of light to the ma- 





No. 1989 
chine. Besides its many uses Natural Light 
in the office, this lamp is 
suitable for packing or wrap- <> 
ping bench, factory inspec- e (~o — 
tion tables, etc.—additional ace f 
sales possibilities for an alert ».< 
dealer. anatase 


ONE OF OVER 200 LAMPS 
FOR EVERY LIGHTING NEED 


No need to pass up ANY 
lighting order. The Faries 
catalog gives you a complete 


line to sell . . . a lamp for = \ te 
every requirement, together - ) 
with brackets, fixtures and No. 1561 

7 Executive 
supplies. For over 59 years 


the Faries line has repre- 
sented the best in portable 
lighting equipment. 


Send for This 
CATALOG 





No. {41 
Adjust. Bracket 


e « « Use it 
to sell more 


lighting ae 
equipment. » 
No. 10-000 
Bench Light 


S. Robert Schwartz Div. 
1006 E. Grand Ave. 
Decatur, Ill. 


47 




















RS ett 


Announcing 
Our New 
Fluorescent Catalog 


EFCOLITE CORPORATION 


Write for Catalog 
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(NEW PROFITS FOR YOU! ) 
Sell 


NALCO DRITHERM 
Infra-Red Ray 


CARBON LAMPS 


Get ready to meet industry's demands 
for radiant energy heating and drying 
by featuring Nalco Dritherm Carbon 
Lamps, the pioneer Infra-Red Ray 
lamps. They're ideal for drying syn- 
thetics, ink, film, textiles, blue prints, 
paper and paper products, latex, etc. 
Get your full share of this new and 
profitable business. Write today for 
complete details. 


NORTH AMERICAN 


ELECTRIC LAMP CO. 
1034 Tyler Street St. Louls, Mo. a 


<TRICO> ce Te) nue)? 


FUSES 


THE COLOR TELLS THE SIZE 


THEY SELL! 


Your customers are attracted by the 
all-colored shock-proof top and the 
clear mica window. The color-banded 
carton and the attractive 
7-color display box also 
catch the eye. It all means 
MORE PROFITS for you. 


“Always thru 
the WHOLESALER" 















































TRICO FUSE MFG. CO. 


MILWAUKEE WISCONSIN 




































DISTRIBUTORS WANTED 


We have just put on the market a new 
product, the TELETOUCH ELECTRIC 
EYE, list price $49.50, for which we 
seek an exclusive distributor in your 
territory. 


Write for bulletin outlining the unlimited 
fields and profit possibilities of this 
amazing product. 


TELETOUCH INDUSTRIES, INC. 
37 West 54th Street 
New York City 


















INSULATED 
STAPLES 













MFGRS 


S.H.COUCH COMPANY, inc. 
North Quincy, Mass. 












INC. 











